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a: HOUSEWARES SHOW - Hy, 


NEW SPACE FOR THE SHOW 


McCormick Place Is Really Big 


That’s the first impression you'll get as you ap- 
proach Chicago’s spanking new exhibition hall. 

And your second impression will probably be of 
“‘newness,” since this week’s Housewares Show is 
the first trade show to be held there. 

That’s one reason why nobody can give you really 
expert advice on how to shop McCormick Place. But 
EM Week’s Chicago editors have visited the mam- 


NEW PRODUCTS 


moth new hall and talked to building personnel, 
police and cab drivers in an effort to give you a real 
head start on making the most of McCormick Place. 

We’ve coupled their advice with a big, readable 
map and a complete list of exhibitors at the Show. 
It all adds up to a four-page package of really useful 
information for every Show-goer. 


Story begins on page 28 


New And Broader Lines 


There will be some brand new products on display 
at McCormick Place this week—but a lot of the mer- 
chandise on display there will be restyled rather 
than revolutionary. 

Among non-electric producers you’re most likely 
to find “specials” in some of the price-depressed 
merchandise categories. These include barbecue 
grills, plastics, and to some extent, power mowers. 


In electrics, something else is happening. Several 
firms will be unveiling leader lines to give retailers 
a chance to compete on low-priced units. 

We’ve rounded up plenty of industry comment on 
which products are coming, which may be hot, and 
which developments to watch for. You'll find indus- 
try trends and company-by-company news. 

Story begins on page 2 


NEW TRENDS IN DISTRIBUTION 


Watch These Developments 


Show-goers will be shopping almost as much for 
information as for product. 

And in no area will that be more true than in 
electrics where distribution innovations are being 
studied carefully. There'll be talk about Casco’s 
direct-to-franchised stores line, about G-E’s new 
Premier vac and polisher line (which won’t be on 
display in McCormick Place, incidentally) and on 


STUVMISNOH- MOHS S 


Sunbeam’s decision to extend the life of its West 
Coast consignment plan. 

All of these developments take on added impor- 
tance in view of the sharp competition expected in 
the six months just ahead. We’ve rounded up a num- 
ber of the trends you should be watching for in our 
pre-Show stories in this issue. 

Story begins on page 2 


WHAT HAPPENED AT THE MARKETS 


Two waves of buyers hit the Marts—a small one 
Friday, a big one Monday—to confirm a next-year 
nine-day Furniture Market. 

In white goods, the news was product: A “flip-top” 
box at Revco, a freezer mate to the Tappan “400,” 
a new dishwasher from an independent, and an un- 





announced line on display at the Norge’ space. 
In brown goods, the topic was price, as factories 
tried for new magic numbers in 19s ind 23s. Some 


effort was put into reverb, but color TV got little. 


mention except for football games. ' 
Story begins on page 6 
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CASSEROLE in Prizer-Wares new Dutch Tulip 
design is part of new line of porcelain cast iron 
cookware. Two-quart size (above) retails at $10. 


Housewares New Products Sing Same Song, But.. 


FACED WITH PREDICTIONS that the first half of the year will be one of 
the roughest in the housewares industry, manufacturers are 
girding themselves for the hard push: Inventories are trim, re- 
tooling for new products is down to a minimum, and production 
is being very carefully watched with a much closer eye by the 
housewares manufacturers. 

With A TIGHT GRIP on their open-to-buy, buyers at the Housewares 
Show will take more than one turn around McCormick Place in 
Chicago before placing any orders. Distributors, expecting 
cautious buying on the part of dealers during the first quarter, 
are planning to leave the inventory burden on the manufac- 
turer’s shoulder. Generally buying at the show will be limited 
to basics and fill-ins. For the first few months of the year, or 
until they determine the drift of retail business, distributors 
will order merchandise in smaller lots than they normally do. 
Retailers, mainly the big ones, will be hunting for more private 
label goods and direct-from-factory deals as ways of getting 
a firmer control over pricing. 


NEW HIBACHI BRAZIER by Kamkap is designed 
for easier covered cooking, smoking, spit cooking 
and grid barbecuing. It retails at $49.98. 


NEW FAMILY-SIZE sauce pot is the latest addi- 
tion to Revere’s line of Patriot Ware. The 4-quart 
stainless steel pot will retail at $11.95. 


PRICES AT THE SHOW, for the most part, will stick to 1960 schedules, 


SPECIALS 


according to manufacturers. Several pre-show price advances 
by some producers, notably the major aluminum cookware 
manufacturers, are not expected to result in general industry 
price hikes, although most producers would like to boost prices 
to absorb rising production costs. 

WILL BE AVAILABLE at the show in many categories, par- 
ticularly the price-depressed ones. These include: Barbecue 
grills, plastics and to some extent, power mowers. Price sched- 
ules may not be applicable here as manufacturers will be open 
to haggling. There should be the usual amount of wheeling and 
dealing—certainly no less than last year. If manufacturers do 
raise some of their prices they may attempt to soften the blow 
by offering more specials. It is hoped this would encourage 
more buying by price-conscious retailers and distributors and, 
more important, would keep the price hike hidden until specials 
purchased at the show are depleted. Look closely for specials; 
they may not all be above the table. 





Don’t expect to find too much 
that’s really new in housewares on 
your trek around McCormick Place. 
There are some exceptions, but 
most manufacturers will try to get 
by with restyling items already on 
the market. 

Capital expenditures are off from 
last year and probably will continue 
that way for the first six months of 
1961. There are fewer dollars avail- 
able for new product development 
and market testing. 

To make your shopping tour a bit 
easier, here are some ideas of what 
to look for at the show: 


Anchor Hocking has four new cut 
glass pieces in the same Early 
American “Prescut” design that it 
introduced last fall. The new edi- 
tions are smaller but will retail at 
39 cents rather than the 98 cents of 
the original pieces. 


Boonton Molding Co. has a new 
promotional line of Boontonware. 
“We'll sell the line to dealers at a 
fixed net and then they can sell it 
for whatever they want,” said a 
company official. The new line is 
available in three patterns. The 
regular Boontonware line has been 
expanded by one new pattern. 


Brookpark, Inc., is tying in with 
“Better Homes and Gardens” in a 
special promotion of its 45-piece 
sets of Melamine dinnerware. Every 
customer who buys one of the three 
available 45-piece sets ($39 95, 


$44.95 and $49.95) will receive a 
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free copy of both the “Better Homes 
Cook Book” and “Decorating Ideas.” 

A new Town and Country line of 
patio dinnerware is designed to get 
a piece of the outdoor cooking mar- 
ket; it’s available in three patterns. 
The price will be “above $15.” 


Chattanooga Royal brings out two 
new stainless steel barbecue grills 
in its 1961 line. A portable barrel 
brazier (ROS-37) will retail at 
$24.95, and the larger (ROS-36) 
model with electric spit, wheels, 
and work shelf at $104.95. 


ge 


TWO STAINLESS STEEL berbecue grills are Royal Chef’s new entries in the 


Detecto Scales presents three new 
scales in its 1961 line of bathroom 
accessories. All three of the new 
models have a “stabilized zero” 
mechanism which the Detecto peo- 
ple claim “provides positive ac- 
curacy despite thick carpeting or 
uneven ficors.” 

The deluxe K500 will retail at 
$12.95, the K400 at $8.95 and the 
K300 at $6.95. 


Ekco Products Co..is showing two 
new Flint beaters, each priced at 
$4.95 and available with either 





outdoor cooking race. The ROS-37 (left) retails at $24.94, the ROS-36 at $124.95. 





ELECTRICAL MERCHANDISING WEEK 


black or beige handles to match the 
company’s Cook ’N Serve tools. 

Ekco has expanded its line of re- 
usable aluminum foil by 40% for 
1961. Most novel of the line’s five 
new items is a ‘Tater Tub for serv- 
ing potatoes or other foods; they’ll 
retail at eight for 39 cents. 

Also new are a 12-inch pizza pan, 
to retail at two for 49 cents; a cop- 
per-coated cake pan, two for 39 
cents; party cups, eight for 49 cents; 
and heart-shaped cake pans that 
will retail at two for 39 cents. 


Hampden Specialty Products Corp. 
features a group of five new bridge 
sets and two new round bridge 
tables. The sets have bronze or sil- 
ver-blue frames, and each frame 
color will be matched with either 
of two correlated fabrics, fleur-de- 
lis or Danish stripe. Top of the line 
is set 201/101 which retails at 
$59.95. 


Kamkap Inc. is smacking its lips 
in anticipation of a bigger slice of 
the outdoor cooking market. The 
company has added three new 
items to its line of barbecue equip- 
ment: a new Hibachi brazier will 
retail at $49.98; the Kookout Kitch- 
en at $69.98; and the 3D96/232 with 
Kamkap coal chute at $49.98. 


Kromex Corp. has added to its lines 
of Mode giftwares and Elegance 
pantryware and is promoting spe- 
cially priced products for dealers in 
1961. In addition to all this, the 

Continued on page 40 

















MODEL 1061, $89.95, is an example 
of Travelaire’s furniture styled cooler 
line for 1961. 


.. Electrics Lines Offer Broader (Price) Range 


AN ELECTRIC DISHDRYER is being featured by Elcond, Inc., LeRoy, N. Y. 
The $39.95 unit features thermostatically controlled heat and a germicidal lamp 


using ultraviolet light. 


WANT TO COMPETE? Several electric housewares manufacturers at the 
show think they have the answers. In an attempt to provide 
retailers with leaders, at least two producers will bring out 
separate low-priced lines. Hamilton Beach will offer dealers its 
new Volume Producer line, designed to compete in price mar- 
kets and step up customers to its deluxe numbers. Landers, 
Frary & Clark will show dealers its new promotional line called 
707. To further broaden its price spread, LFC will introduce in 
the next’ 60 days a deluxe line with a 25-year guarantee. The 
company’s Universal products will be retained as a medium- 
price line. Competitive pressure also is behind G-E’s move to 
revive the Premier name. Under the new price maintained 
label G-E will sell to a limited number of dealers a canister 


vac at $49.98 and $29.98. 


SPECIALLY BUILT ELECTRICS in addition to closeout models will be 
available as first-quarter promotions at the show. G-E is coming 
out with three new fans to be offered as specials. These will 
serve to give fan-shy but bargain-hungry buyers a fan at a 


Here’s a product guide that EM 
Week has prepared to help you shop 
the Housewares Show: 


Big Boy Manufacturing Co. has 
added two new models to its line 
of outdoor barbecue equipment. 
Both the $79.95 model 1-80 and 
the $69.95 2-78 feature built-in 
electrodes that may be switched off 
after starting the fire, or left on 
to add steady even heat to the cook- 
ing process. 


Black & Decker isn’t displaying any 
new tools. Instead it’s stressing the 
importance of new merchandising 
and point-of-purchase material and 
emphasizing to dealers the need for 
stocking and selling attachments for 
follow-up and repeat business. 


Eleond Inc. is showing its new 
Thermo-Pure Electric Dish Dryer 
(see photo above). By combining 
high-temperature, fan-forced heat 
with a germicidal, air purifying ul- 
traviolet light, the dryer is said to 
be able to dry dishes as fast as they 
are washed. All electric units are 
enclosed and each unit is equipped 
with a cord and removable dishrack. 
They will retail at $39.95. 


G-E is offering, as a first-quarter 
special, a steam-dry iron that will 
retail at $12.95. Called the F-50X, 
the iron is actually the company’s 
old F-50 that was dropped in 1957. 

Three new fan “specials” high- 
light G-E’s display. Available this 
month “in limited quantities,” the 
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fans carry no suggested prices. The 
specials include a two-speed 20- 
inch roll around (model P-55); a 
two-speed 20-inch portable (W-16); 
and .a two-speed electrically re- 
versible 20-inch portable. Except 
for the three specials, G-E’s regular 
line of fans will be the same as last 
year. Besides fans, G-E is featuring 
last year’s crop of 13 new products. 


Iona Manufacturing Co. is featur- 
ing a new fountain-type beverage 
mixer (DM-1) that will retail at 
$14.95; a three-speed portable elec- 


TEAR DROP designed West Bend 
perce with Mini-wink control retails 
at $24.95. 






price and also will serve to protect distributors who have heavy 
stocks of last year’s models. G-E will also manufacture in 
limited quantities as a first-quarter special its discontinued F-50 
steam-dry iron. To be called the F-50X, the iron will retail 
for $12.95. National Presto, at the same time, raised dealer dis- 
counts an extra 25% on its spring iron special. The iron has a 
suggested list of $16.95. Proctor-Silex is expected to follow 
with a 1960 closeout iron special. 

SEPARATE LINES AND LIMITED DISTRIBUTION is also the weapon 
Casco Products will use to increase its share of the electrics 
business. It will ship its new Lady Casco line direct to fran- 
chised department stores and key retailers, by-passing the 


jobber. 


COMPETITION ON ALL LEVELS during the first half of 1961 is expected 
to be razor-sharp. Manufacturers, who last year were burned 
by overproduction, are planning to scale themselves down. 
Buyers also have shown extreme caution and this is expected 
to continue through the show. 


tric mixer with an automatic beater 
ejector at $11.95; and a $14.95 au- 
tomatic electric can opener. 


Knapp-Monarch is riding the trend 
toward outdoor living by featuring 
appliances for the terrace and patio. 
Leading the parade is an all-chrome 
electric Patio Chief that will retail 
at $69.95 ($59.95 in bronze); and 
electric broiler at $24.95; a 45-quart 
capacity cooler at $14.95; and two 
outside lighting fixtures—the Co- 
lonial at $10.95 and the Gay Nineties 
at $12.95—that use LP gas for fuel. 











MODEL 16 CM 


MODEL M 


MODEL 36 


Hamilton Beach’s VP Line Beckons: 
‘Take Me For Your Leader’ 


The new Volume Producer line is 
being offered at the Housewares 
Show “for dealers to compete in 
price markets.” 

The decision to offer the line was 


made as a result of the successful 
market test last fall of the com- 
pany’s Golden Anniversary Mixette, 
which carries a suggested list of 

Continued on page 40 








Landers, Frary & Clark is showing 
a completely new line of electrics. 
Called the “707” series, the line is 
designed to sell to meet competitive 
pricing. Being shown in the 707 
line are a steam and dry iron at 
$11.95; a buffet skillet at $15.95; 
a nine-cup Coffeematic at $14.95; 
and a hand mixer at $12.95. All the 
items in the line will carry a one- 
year guarantee. 


Metalaire Products Division of Mc- 
Graw Edison has added furniture 
styling to its Travelaire line for 
1961. The four units in the new line 
feature three-speed operation, sepa- 
rate. water pump motor, automatic 
adjustable thermostats; all-direc- 
tion grills; full-width water troughs; 
self-purifying filters; and walnut- 
grained vinyl bonded cabinets. 
Two personal coolers—model 831 
at $39.95 and model 861 at $49.95 
—and two room _  coolers—model 
1061 at $89.95 and model 961 at 
$49.95—make up this year’s line. 


Mirro Aluminum Co. is showing a 
new portable electric broiler (M- 
0105) that carries a retail tag of 
$9.95 (see photo page 39). Both the 
base and 9-inch meat rack are im- 
mersible, and an exclusive safety 
hinge lets the cover be opened for 
inserting or removing food. 


National Presto Industries, Inc. is 
featuring a new buffet-styled elec- 
tric fry pan as part of its three- 
pronged spring promotion. During a 

Continued on page 39 
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Here’s How To Kill A Recession 


@ What Forecasters Said At The NRMA Convention 


Two separate predictions on the 
extent of retail sales during the 
first half of 1961 were aired at the 
50th anniversary meeting of the 
National Retail Merchants Assn. in 
New York City last week. 

Though most economists now ad- 
mit that the economy is-in a mild 
recession, NRMA members were 
not deluged with voices of gloom. 

Rather, the bywords of both fore- 
casts were caution and realism, 
tinged with a certain uncertainty. 

As J. Gordon Dakins, executive 
vice president and treasurer of 
NRMA, put it: “The sales loaf has 
been leavened with a few grains of 
salt, but is still spiced with a good 
measure of confidence in the basic 


wholesomeness of business during 
the first half of 1961.” 


THE MERCHANTS’ OPINION 
Dakins’ statement summarized 
the results of NRMA’s annual year- 
end survey of membership, the first 
prediction to circulate among the 
5,000 top retailers roaming conven- 
tion facilities at the Statler-Hilton. 
The survey revealed uncertainty 
among retailers. The figures tell the 
story: Whereas 30% of the respond- 
ents felt that sales by July, 1961, 
would be ahead of first half 1960, 
34% predicted sales would be down. 
And 36% felt they would be even. 
Of those who felt sales would be 
up, the median estimate was a 3% 


gain. Of those predicting a down- 
turn, the median estimate was a 
5% loss. Furthermore, only one in 
four of the 278 store heads sur- 
veyed, looked for a gain in net 
profits (a median of 5%). 


AN EXPERT’S PREDICTION 

Cautious optimism was the tone 
of this year’s annual department 
store sales forecast by Malcolm P. 
McNair, Harvard Business School 
professor who is a featured and 
authoritative speaker every year at 
the NRMA convention. 

“Events of the past few weeks,” 
said McNair, “have caused me to 
modify, in the direction of some- 
what greater optimism, the rather 


What Experts Said You Can Do About It... 


Recession and uncertainty ad- 
mitted, nobody at the convention 
was going to take it lying down. 

The flavor of the meeting was just 
the opposite, EM Week discovered. 
Enthusiastic ideas filled every divi- 
sion conference. Expense reduction 
was the weapon which top retailers 
said would beat the recession and 
counter predicted trends. 

Here’s a brief sampling of these 
ideas—ideas which you can put to 
work right now: 


“Standardize accounting, statistical 
and financial procedures, but other- 
wise give as wide a latitude as pos- 
sible to each separate division of a 
business,” said W. Maxey Jarman, 
Genesco’s chairman of the board. 


Increase self-service, improve sell- 


ing displays and packaging. These 
are procedures which Paul Mazur, 
partner of Lehman Brothers, saw 
as inevitable in the ’60s to meet the 
huge consumers’ market predicted. 


“Reduce inventory shortages by 
using an operational audit pro- 
gram,” advised Saul D. Astor, pres- 
ident, Management Safeguards, Inc. 
This program feeds back control in- 
formation to top management, acts 
as a check for existing systems and 
budgets inventory expenses. 


Control jobs by considering them 
only in terms of the way they should 
be done in the future. This new 
approach to expense budgeting was 
described by Frank R. Beaudine, 
industrial engineering manager, 
Montgomery Ward, Chicago. He 


suggested the development of fac- 
tor relationships between person- 
nel requirements and work load as 
one part of an overall “plan” which 
must be formulated. 


Cut costs in credit departments by 
adopting a short form ABC appli- 
cation for credit on the selling floor 
and by granting bonuses to unit 
operators, file clerks, billers and 
collection supervisors, in order to 
increase performance and minimize 
costly errors, suggested Dean Ash- 
by, credit sales manager, The Fair, 
Ft. Worth, Tex. 


Cooperate with fellow merchants 
and use NRMA’s facilities in order 
to stay independent, said Herbert 
Scull, vice president, E. H. Scull Co. 
The “urge to merge” can be offset 


gloomy forecast . . . which I was 
reported as making [recently].” 

MeNair’s forecast: Department 
store sales to range between 1% 
up and 2% down compared to first 
half 1960; Profits will continue to 
diminish, will fall below last year’s 
for many; Rate of expenses will 
rise, especially if Congress cuts out 
the retail store exemption of the 
minimum wage law; Gross margin 
will decline slightly because of in- 
creased markdowns. 

MeNair’s optimism: “In 1960 the 
impact of the recession came prin- 
cipally in the profitable fall season, 
whereas in 1961 the impact will fall 
in the less profitable spring season; 
and a business recovery in the prof- 
itable fall season could put 1961 
earning well ahead of last year’s 
poor performance.” 


by accepting the challenge to man- 
age your own money wisely, he ad- 
vised. 


Familiarize yourself with the re- 
visions in present federal wage- 
hour legislation warned Edward L. 
Field, director of personnel, Allied 
Stores Corp. “They pose a very 
grave threat to your traditional 
mode of operation.” Field called for 
concerted action by American mer- 
chants to bring pressure to bear in 
every congressional district. 


Solve transportation problems by 
forming a traffic department unless 
you already have one, advised Louis 
C. Laraia, general traffic manager, 
Fedway Stores. He also recom- 
mended a good policing or charge- 
back program and the weigh-in of 
all incoming parcel post shipments 
as a check on the vendor who sup- 
plies you. 





Why LA Mart 
Was Skipped 


There was only a thin scattering 
of white goods exhibitors as the six- 
day Winter Market of the Los An- 
geles Home Furnishings Mart 
opened yesterday. 

Refrigerator and home laundry 
equipment manufacturers were al- 
most totally unrepresented, and 
just a handful of range makers 
leased space among the Mart’s 
more than 600 showrooms. Among 
them—O’Keefe & Merritt, Wedge- 
wood-Holly, Magic Chef, Welbilt. 


But there was skepticism even 
among participating manufacturers 
regarding the value of exhibiting at 
a show aimed primarily at furni- 
ture dealers. 

A discouraged exhibitor pointed 
out that the number of furniture 
dealers who carry appliances has 
been steadily dwindling due mainly 
to discount house competition. 

“Of course,” he said, “we’re al- 
ways hopeful of pulling back a few 
of the dealers during the show. 
Probably the best thing about the 
Winter Market, from our stand- 


point, is that the opening day was 
switched to a Sunday when we can 
expect a heavy attendance of mom- 
ma and poppa dealers. We’ll prob- 
ably do as much business on Sun- 
day as during the rest of the show.’ 


’ 
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This Little Norge Line Went To Market, But... 


NOBODY KNEW IT WAS THERE. Norge didn’t officially bow its 1961 refrig- 
erator line until after the Markets. But the boxes—and the ice-server that 
sales manager Art Schnipper is holding—were in the Norge space. (See page 7.) 





ELECTRICAL MERCHANDISING WEEK 


What Matsushita 
Plans For ’60s 


More sales in the United States 
are in the cards for the next five 
years, according to the new five- 
year program of Matsushita Elec- 
tric, Japan’s leading housewares 
manufacturer. 


A boom in refrigerators and room 
coolers is expected by the company 
which set its sights on increasing 
its ratio of export sales to 20% of 
total sales, compared to an 8% 
ratio in 1960. Expansion of its sub- 
sidiary, Matsushita Electric Corp. of 
America, New York, was also fore- 
cast. 


Sales target for the five-year pe- 
riod beginning Jan. 1, 1961, the 
Osaka concern told McGraw-Hill 
World News bureau in Tokyo, is a 
minimum of $700 million, a whop- 
ping increase over the $222.2 mil- 
lion which the company aimed at 
for its first five-year plan, which 
ended last year. 


The first five-year plan for Mat- 
sushita was an unqualified success. 
The concern hit its hoped-for sales 
figure after only four years (in 1959) 
and ended the five-year period with 
sales 20% above the target figure. 
About half of Matsushita’s gross is 
in household appliances. 






THE NEWEST IDEAS IN THE NEW IDEA LINE 





a Floor Washer 
its line of Can 








cleaning path...the 


uprights. 





| FULL 11” WIDE | 





EXCLUSIVE! Only General 


same width as standard | 


NEW! 
€B FLOOR 
WASHER-DRYER 


ATTACHMENT... 


SENSATIONALLY PRICED AT 


“ne 


COMPLETE ATTACHMENT 
Model SC-1 
Connects to the blower outlet of 
any General Electric Canister 
Cleaner (Except C-61) 











1 A motor driven cleaning |) ? 
" head witha full 11” wide | 4 
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€B CANISTER gj 
UPRIGHT... n.. 


THE FIRST CANISTER CLEANER WITH ALL 
THESE UPRIGHT CLEANER FEATURES! 


An extra set of wands... always as- 
sembled ... ready for instant use. 
Stores like an upright. 


Brush speed—3000 RPM for thor- 


, oss A 
3. ough deep-cleaning of rugs and ail $ ua 5* 
carpets. 


Sturdy cleaning head of light 
weight magnesium metal. Low 
silhouette gets under lowest 
furniture. 




























MAKE MORE FLOOR WASHER-DRYER SALES! 
MAKE MORE VACUUM CLEANER SALES! 





1 The General Electric ? Your customers will 
sensational price of all prefer General 


$29.95 will mean Electric...the ONLY 
many, many more Canister Cleaner 
Floor Washer-Dryer available with its 
sales—and you get own Floor Washer- 






full mark-up! Dryer attachment! 





MAKE MORE CLEANER SALES 
... MAKE THEM EASIER! 


Women want a canister for 
above the floor cleaning ease, 
yet they believe that only an 
upright can do the best job 
on rugs and carpets. 


Now you can solve their prob- 
lem by recommending the 
new General Electric Canis- 
terUpright...it’s a canister 
... It's truly an upright... 
it’s the best of both! 





5 Wide, built-in light illuminates Model C-100 
* cleaning path. 


*Manufacturer's suggested retail price. General Electric Company 
Vacuum Department, Bridgeport 2, Connecticut 








SEE YOUR GENERAL ELECTRIC DISTRIBUTOR TODAY. ORDER NOW! 
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Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 








JUDGE FOR YOURSELF: Do early openings work? O 
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m SATURDAY, empty corridors. On MONDAY, crowds more like normal. 


Even Though Appliance Men Don't Like It 


Friday Opening Will Continue 


It’s official. Next year there’ll be 
another nine-day Market, opening 
on Friday. But in the summer, the 
Market will be a two-week one, 
opening on Monday. 

In announcing these decisions of 
the market dates committee last 
week in Chicago, E. Milton Cohen, 
National Retail Furniture Assn. 
president, admitted he had heard 
“very mixed comments” on the Fri- 
day opening. For instance, he said, 
if you took 12 Merchandise Mart 
visitors, you’d find three for it, five 
against and four didn’t know. 


Pro voices included that of R. Har- 
wood Bagby, president of the Na- 
tional Wholesale Furniture Assn., 
speaking for a horde of furniture 
men. “On Friday and Saturday, we 
did more shopping than ever. There 
was nobody there, so service was 
good .. . The people who are op- 
posed were those who were opposed 
before they got here.” 


Con voices—and there were plenty 
of them on the 1ith floor—found 
a spokesman in John F. McDaniel, 
Hotpoint general sales manager. 
“T think this opening is stupid. They 
didn’t begin coming in until Sunday 
noon—just like they always do.” 

Parenthetical to the controversy, 
McDaniel admitted that Hotpoint 
will pull out of the Mart right after 
the Markets. And on April 1, the 
company will open a New York type 
showroom in downtown Chicago. 

“We are in no way dissatisfied 
with the Mart,’ McDaniel under- 
lined. “We’re extremely fond of. it. 
We just think this is a better ap- 
proach. This way we get 50 weeks 
complete exposure of our full prod- 
uct line to the public.” 

In further explaining reasons for 
the move, McDaniel said: “In a big 
city it’s hard to get dealers to dis- 
play the full line.’”’ Does he think it 
will hurt business during the Mar- 
kets when the showroom will be 


closed to the public? “Taxis are 
awfully cheap,” he grinned. (Show- 
room will be about a $1 ride from 
Merchandise Mart.) 


Long-range view on the Friday 
opening controversy was summed 
up by Maytag’s G. E. Ankeny with 
this rather resigned comment: “It 
will probably take three or four 
years to get people to change their 
habits.” General feeling among the 
cooler heads: This particular Mar- 
ket opening left plenty to be de- 
sired, but eventually it would prove 
to make little difference. 


Monday was still the big day, Fri- 
day opening notwithstanding. Take 
your clues from the picture above. 
Or take them from the Maytag 
space, where names on the attend- 
ance register numbered about 200 
after four days, compared to last 
year’s figure of 250. But Maytag’s 
popular coffee table had no carry- 





NARDA: A Prescription For ’61? 


Attendance was down from peak 
1960, but 400 dealers still turned up 
at last weekend’s convention to hear 
the prescription spelled out. For 
three days appliance men: 

—heard plenty of “how I did it” 
stories from fellow dealers. 

—learned what to expect from 
the tough, aggressive FTC. 

—traded gripes about 1960 and 
wondered aloud about 1961. 


This convention’s tone was differ- 
ent. A year ago everyone was dead 
certain the ’60s would be “sizzling.” 
This time the dealers knew bet- 
ter. The ’60s could still be sizzling 
but it would take plenty of hard 
work and hard selling. The “how- 
to-do-it” sessions were packed— 
and many were taking notes. 
Some typical “how-to-do-it’” 
speakers? Maurice Cohen of Cam- 
bridge, Mass.’s Lechmere Sales— 
Appliance Brand Name Retailer of 
1960—on “Employees—Your Most 
and Willie Mae 


Valuable Asset,” 
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Rogers, Good Housekeeping Insti- 
tute Director, on “Motivating Wom- 


en to Buy.” 
There were panels on “Building 
Your Store Personality,” “Out of 


Warranty Service Contracts,’’ 
“Dealer Incentives,” “Merchandise 
Management Accounting—Methods 
of Determining Retail Mark-up.” 


The FTC means business warned 
EM Week Editor Laurence Wray. 
He pointed to the commission’s 
action against S. Klein and against 
appliance dealers in Washington, 
EC. 

The latest bugaboo, he pointed 
out, is the FTC’s apparent decision 
that the going price in a trade area 
shall be the advertised price. 

In effect, he warned dealers, 
“you’ve brought this on yourselves.” 

Wray’s words were echoed by a 
dealer panel led by big Wa<hington 
dealer Jim Fulford—a veteran of 
the FTC drive to “clean up” the 
capital city. 








The convention’s wind-up session 
yesterday, featured veteran Norfolk 
dealer Harry Price leading a panel 
of manufacturer executives on fran- 
chising. On the panel were W. C. 
Conley, president of Gibson Sales 
Corp., E. B. Barnes of Kelvinator, 
J. J. Anderson of Westinghouse, C. 
H. Menges of Frigidaire and Jack 
Sparks of Whirlpool. 


Part of the 1961 prescription will 
be filled through advertising and 
promotions—and through Congres- 
sional action. 

The advertising pitch came from 
speaker Norman Cash, president of 
the TV Bureau of Advertising. 

Congress will be asked to approve 
a new type of price maintenance 
legislation, predicted Merritt E. 
Freeman of Quality Brands Asso- 
ciates and Roscoe Rau, executive 
vice president of the National Re- 
tail Furniture Association, explained 
“Wage House Legislation and Your 
Commissioned Salesmen.” 
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over merchandise—sweet rolls, that 
is—from Monday to Tuesday, which 
is a switch from other Markets. 


White goods deals were at a mini- 
mum, with factory men sticking to 
their guns on their pre-Market 
hold-the-line approach. But where 
there were leftovers and, in some 
cases, Carryovers, pots were sweet 
—especially in refrigeration. One 
big maker laid it on the line to dis- 
tributors: “For every half car of 
new models we ship, we MUST ship 
a half car of ‘other’ merchandise.” 

Carryovers outnumbered drop- 
ins, especially in refrigeration and 
laundry. 


For a general roundup of white 
goods news and pictures of design 
trends, see page 7. 


Brown goods business at the Mart 
generally began picking up on Mon- 
day. There wasn’t much front-room 
evidence of dumping, but rumors 
persisted that there were 17- and 
23-inch TVs around to be had. 


For a closer look at the Market 
TV situation, a new direction in de- 
sign and a general roundup of the 
brown goods action, see page 8. 


One word sums up attitudes at the 
Markets this year: Caution. 

Time and time again, at press 
conferences, private talks, pitches 
to one and all, industry executives 
pointed out that the pie-in-the-sky 
attitude of last year wasn’t with us 
any more. They didn’t have to tell 
the appliance dealers. Carroll Mc- 


Muliin of NARDA said flatly, 
“We’re more realistic now as we 
plan for ’61.” 


Joel Goldblatt of Chicago’s mam- 
moth department store operation 
reiterated this retailer viewpoint 
and added these predictions for 
1961: “First, price pressure this year 
on the manufacturer from the re- 
tailer will be greater than ever. 
Second, the trend to smaller inven- 
tories and increased services, such 
as delivery, will continue.” 

In short: Little optimism, but 


plenty of awareness at the Chicago 
Markets. 















Design Steals 


White Goods 
Spotlight 


Deals were scarce at the Chicago Markets, 
but sleek, slim lines and shiny hand- 
made nameplates ran rampant. The 
cream of the decorator crop, shown on 
this page, though, is more than the shape 
of things to come. All of these products 
are either scheduled, tooled-and-waiting 
or possible within six months. But even 
if manufacturers weren’t taking orders 
on them, they had plenty of lookers— 
since there wasn’t much else to look at. 
So many, in fact, that one of them— 
Revco—had to hide its flip-top box in 
the back room, away from competition’s 
prying hands 


WESTINGHOUSE said it could stack washers and 
dryers like this and not scrimp on capacity. Would 
they make the cabinet too? Yep. 











TEMCO showed mock-ups of the dishwasher pic- 
tured on top, but promised the finished product 
would have the Tappan 400 look below. 





KING designed this 175-pound freezer to fit under 
the Tappan 400 and other ranges. King’s Marty 
Cohn, above, says it'll have a $359 list. 


REVCO had to hide this swing-up, pop-out re- 


frigerator (freezer drawer is the bottom one). 
Possible price when produced: Over $600. 


WESTINGHOUSE joined G-E and Hotpoint with 
this single-unit, drop-in range. Kicker: It’s ter- 
raced and can be free-standing. 
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WHITE GOODS 


Making the hotel rounds was easy in Chicago— 
just two stops did the chore for white goods. 
At the Sherman, Martin Cohn, newly a vice 
president for King Refrigerator Corporation, 
was expansively showing probably the most 
specialized freezer on the market: The new 
King Model 399 designed to fit under such 
classy 40-inch ranges as the Tappan 400 and 
Frigidaire “Flair.” A scant 28 inches high, the 
399 crams five cubic feet behind stainless steel 
doors that match the famous 400 perfectly. 
Even at a high list tag of $359.95, Cohn pegs 
the market as interesting to King. 


Skipping to the Conrad Hilton, a band of Texans 
held forth with a dishwasher. This one, the 
latest version of the James design, is the prop- 
erty of Ling-Temco Electronics, Inc., of Dallas. 
The new washer is being carried to market un- 
der the aegis of Stanley Silber, very recently 
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with Puritron. The Temco machine will hang on 
the wall, stand on a counter, roll around on a 
cart or hide under wall cabinets. This time 
around, the list is $199.95 and marketing plans 
at the moment call for kick-off programs in de- 
partment stores in 30 leading markets. 


Asked about those Friday opening ‘«rowds,” 
a laundry manufacturer snarled: “If tive dealers 
like it, I like it. So if I see one, I’ll ask him.” 


Turnabout is fair play, thinks Amana’s George 
Foerstner. So Amana is marketing a 5-cu.-ft. 
Linde compressor refrigerator and a matching 
3.4-cu.-ft. freezer. Foerstner points to Linde’s 
accomplishments with Amana—they sell big 
boxes and American air conditioners in Ger- 
many—as evidence that money can be made 
overseas, the best way to combat any import 
problems. Asked about the U. S. market for the 
Linde line, Foerstner shrugged, admitted it was 
specialized, but worthwhile. 


Norge’s four-model 1961 refrigerator line sat in 
the company’s second-floor space for all those 
who knew about it to see. (Official introduction 
won’t be until after Norge’s Nassau trip.) 

Of the four boxes, one is a nine-footer, one 
an eleven and two are two-door top mounts, 
both thirteens. Says refrigerator sales manager 
Art Schnipper of the line: “The step-up is not 





nearly so important in this line as we have 
tried to make it in other lines.” 


In a hotel suite with a new line: “I don’t know 
if we’ll sell Sol direct, or go through a distribu- 
tor, but he’ll sell this line at list.” 


Out at O’Hare Field, Gibson used the airport’s 
1,200-capacity auditorium for a distributor 
meeting, came up winners on orders written, 
W. C. Conley said. Gibson officials wouldn’t give 
actual numbers, but pegged the sales as beyond 
what they expected. At the meeting, Gibson ex- 
plained the new Panama deal: For each trip 
earned, dealerships will get credit for a leg on 
a Panama-Lima-Rio-Buenes Aires extension of 
the basic Panama trip. Gibson figures dealers 
will pick these instead of bringing extra people. 


After 12,999,999 washers, Maytag went wild and 
painted the 13,000,000th in the new copper 
color, had it on display at the Mart. There was 
also a copper-colored combo on hand. The 
13,000,000th unit was the cause of a last-day 
truck dash from the Newton factory. 


Nostalgia: They’re still making the Markets. 
Who? Some 27 members of the unofficial ‘“‘Cros- 
ley-Bendix Alumni Assn.” were rounded up at 
the Conrad Hilton during Market week to raise 
a glass and re-fight the Battle of the Full Line. 
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These things weren't very obvi- 
ous to casual Market visitors but if 
you looked as thoroughly as EM 
Week did, you would. have found 
four major trends developing as the 
Winter Markets came sluggishly to 
life over the first weekend. 


Lower television prices 
are a reality now 

General Electric’s new $159.95 
portable series was not the only 
evidence that TV prices had hit new 
lows. 

Outside the Mart, Olympic, Sym- 
phonic and Delmonico International 
were all offering key dealers new 
lows in both 19- and 23-inch. Every 

¥ Olympic TV drop-in was below the 
company’s previous low end. 

Symphonic, which was dusting 
off its Philharmonic line for one- 
step distribution, had hot prices in 
19-inch portables and 23-inch con- 
soles. 

Portables started at $119.90, 
stepped to $129.90 and $139.90. In 
consoles, the price started at 
$139.90, took two $20 steps to 
$199.90. Top of the line was $299.90. 

Symphonic wasn’t stopping there. 
They offered stereo TV centers at 
$299.90, $349.90 and $399.90. 

And Delmonico International 
wasn’t making domestic set makers 
any happier either with its new 19- 
inch and 23-inch stereo theaters 
($299.95 and $449.95) and a hot 
19-inch portable, which hit the mar- 
ket well under the usual lows. 


The general price level on 19-inch 
sets, among the majors, was $169.95. 
G-E was an exception; so was 
Westinghouse’s 19-inch portable 
with an open list which could be 
advertised for as low as $159.95. 


The new level in 23-inch merchan- 
dise was $199.95. These new prices 
were not cuts, manufacturers liked 
to emphasize. Heading into an ex- 
pected rough first quarter, they ex- 
plained, the industry was preparing 
itself with these new low-enders. 


One chance for increases was in the 
cards, however. Prices on 19-inch 


tubes may go up on March 1 and 
this could be translated into a $3 
jump at retail. The odds on manu- 
facturers absorbing this increase 
were slim, according to Admiral’s 
Ross D. Siragusa Jr. 


A route to lower price levels was 
effectively demonstrated by Mo- 
torola’s Edward Taylor, who began 
a program last fall designed to 
trim cost, reach new price levels. 
Taylor was pleased with results. 

“We think $169 (for 19s) and 
$199 (for 23s) are good prices,” ex- 
plained Taylor. “If someone goes 
below, we’ll just have to wave as 
they go by.” 


Supplies of 17s and 21s 
are rapidly drying up 

Dealers looking for dumps in 17- 
and 21-inch merchandise didn’t find 
much on the Mart’s 11th floor, al- 
though rumors of backroom bar- 
gains persisted. 


Not many 17s and 21s were shown 
at the Market. Philco had a 17-inch 
portable (3049L) listing at $149.95. 
RCA Victor had Model 17A05 with 
an open list. Zenith showed up with 
a 21-inch drop-in (G2304) in its 
1961 lineup for those who wanted 
it. 


Industry inventory was in good 
shape, most officials agreed. But 
in four or five weeks, some pre- 
dicted that a few “smaller compa- 
nies” might dump 2ls. 


The 21-incher wasn’t dead yet. “I 
still think it has a place—as a lead- 
er,” explained Morton Schwartz, 
Olympic president. Olympic will 
keeps 21s until June at least. 


Despite dealer complaints, 
reverb is here to stay .. . 

Although the jury was still out, 
it was clear that manufacturers 
were going to stick with reverbera- 
tion a little while longer. 


We'll definitely continue reverb for 
at least this year, Philco President 
James M. Skinner told dealers at 


What Experts Found At The Show 


the company’s recent Miami Beach 
convention, “but knock a few posi- 
tions of reverb off the control.” 

No one at the Markets was mak- 
ing any move to drop—or expand 
—reverb, which was confined al- 
most completely to high-end mer- 
chandise. But Motorola’s Ed Taylor 
saw the possibility of eventually 
broadening reverb. 


Manufacturers were blaming deal- 
ers for not being able to sell re- 
verb. Once this obstacle is over- 
come, they said, reverberation 
would catch on. Some dealers were 
having success with reverb. In Chi- 
cago, Sol Polk was wildly enthu- 
siastic. 


Japanese TV importer 
shoots for UL approval 

Already armed with low, low 
TV prices, Delmonico’s final goal is 
1% of the U.S. TV market for its 
sets, explained Herbert Kabat. 

In another 60 to 75 days, Del- 
monico will be ready with another 
bombshell—a cheaper version of 
its already low 19-inch portable, 
which has been advertised for 
$128.88 in Chicago. 

The new set will be similar to 
the current model, but will have 
a “metropolitan chassis,” carry an 
open list. Key accounts, used to 
substantial margins, could adver- 
tise this set with a $129.95 list. 











MOTOROLA illustrates new add-on 
trend with $30 cabinet-for table TV. 
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PHILCO, too, offers $30-50 cabinets 
for its compacts. Both show .. . 


How To Get $30 More On Table TV 


The do-it-yourself, price-it-your- 
self TV console is back. This new 
round of base merchandising may 
help you beef up short profits in 
the current rash of low ticket 19- 
and 23-inch table medels. 

Early in TV, wood table models 
became consoles when _ dealers 
stacked them on separately bought 
matching bases. Back in 1957, Syl- 
vania introduced full cabinets into 
which dealers could slide square 
table models—then dropped the 
idea. Two years ago, G-E spurred 
add-on selling of round shouldered 
portable TVs with a_ six-model 
brass and wood line of stands, 
tables, carts called “Co-ordinates.” 

Today in TV, it’s consoles again. 
Most makers are showing inexpen- 


sive, better styled cabinets into 
which dealers insert square look, 
front control 19 and 23 leaders. The 
fit is snug; the final look is pure 
console even if speaker grilles are 
dummys. 

Two-piece add-on packages can 
be priced below starting prices of 
factory-shipped complete consoles 
and some TV makers feel the trend 
will cut into full console sales. Cab- 
inets cost dealers $10 to $30 from 
TV factories, distributors or direct 
from cabinet and base suppliers. 
Open lists enhance add-on and sale- 
closing opportunities. 

Motorola, Philco, Sylvania high- 
light the trend; Admiral, Zenith 
play it down; G-E, Westinghouse, 
RCA stand short of full cabinets. 
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CONSUMER ELECTRONICS 


Reflection-free TV tubes suffered the loss of a 
major booster. Zenith has dropped them from 
the four high-end models it introduced in June 
leaving Sylvania to carry the ball by itself in 
19s and 23s .. . And Magnavox in its back room 
has a three-set display designed to kick refiec- 
tion-free (“. . the satin finish robs sharp- 
ness .. .”) and bonded tubes in general in favor 
of its own and G-E’s system which eases room 
reflection by tilting both tube and face plate. 


Free labor in TV warranties as announced 
across the board by Philco in December and for 
one set by Westinghouse drew no- more adher- 
ents at the Markets. Westinghouse’s Charles 
J. Urban will see how he does with one set 
before trying to »~push farther. He and others 
said the major difficulty is finding and setting 
up enough service agencies to handle a national 
program. In Miami, convening Philco dealers 
liked the 90-day free-labor warranty ($1.75 for 


carry in calls on non-consoles; $4 for home 
calls on consoles—outboard prices). 


Football games kept the Markets humming dur- 
ing the dull early days. 

Crowds thronged into TV manufacturer’s 
spaces—not to buy but to watch the season- 
ending bowl games. 

“What’s the hottest item this year?” one sales 
manager was asked. 

“The Cleveland Browns, I guess.” 


Magnavox introduced an automatic built-in “TV 
light meter”’—controlling both contrast and 
brightness—on four 27-inch models, including 
its high-end stereo theaters. 

“It works like an electric eye camera,” Mag- 
navox technical people explained. “Set it once 
and forget it.” 

Electric eye devices aren’t new to television 
(Westinghouse and Hoffman have tried them) 
but earlier units controlled only contrast. 

The meter will add about $7.50 at retail 
prices. Magnavox claims the unit is easy to re- 
place. 


Domestic radio trends: (1) Look for more major 
U.S. manufacturers to be actively retailing 
table models for less than $15; (2) greater 
availability of U.S. transistor radios in the $20 
to $30 bracket; (3) U.S. manufacturers will try 
to tone down the transistor radio numbers game, 





go more heavily for ‘‘all” transistor in the label- 
ing of their sets. 


Fuel for FM boom is being supplied by more 
and more Japanese tube radios. Delmonico, 
which imports its TV and stereo from Japan 
Victor, has added the radio line, which used to 
be handled by Petely Enterprises. 


Las Vegas half of Philco’s sales team took $500 
bet from Miami half when pre-Market conven- 
tion results were toted at Philco space over the 
Market weekend. Las Vegas team headed by 
Messrs. Bowes, Allen had New York key ac- 
counts with them and topped orders from Las 
Vegas. L. A., Chicago, Boston dealers, in Miami 
had team of Skinner, Urban, Rishel, Cherry, 
Ogilby, Kane, Frietsch, Kennedy with them and 
had been sure of a shoo-in victory . . . Except 
for $169 leader 19-inch portable, from-the- 
stage price of Philco’s drop-in TV line were 
$10 under previously released prices. The Com- 
pact 19 (3700) is now $189; 4805 Belair console 
now $269 in mahogany, $279 in flavors; 4811 
Stafford is $279 and $289; 4813 Collingswood 
now $299 and $309; 4821 Westminster $319 and 
$329. 


Everyone gets confused at the Markets. One 
manufacturer’s rep was asked if a particular 
TV set was a drop-in. 

“Oh no,” he replied, “‘That’s a console.” 
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Priced to sell for 


New 849 AC-DC 
Table Radio § 
Dramatic new beauty and style! 
Fully-enclosed cabinet in 


Sky Blue or Beige! 4 tubes, 
plus rectifier. 4” Speaker. 


Suggested list 











Priced 
to sell 


for 


§ 





Priced to sell for 


New 7'77 

Clock Radio § 
Most wanted color combination! 

Sleek Lustre Ivory fully-enclosed 

cabinet with Wedgwood Blue face. 











Here it is, the palm-size il 
with exclusive Power-Boost Cir- ' 
=< cuit. A real powerhouse! 


Suggested list ®@ Greatest sensitivity in its class 
@ Precision Vernier, Finger-tip tuning 
@ Private Listening Jack 


ee oe : LCO announces new 

















in radio for spring 


GF Six new radio and Hi-Fi profit leaders priced for volume sales 


Sensational New 


7-TRANSISTOR 


Pocket Radio 


i 
f 
/ ! 
/ 
$ § 


Suggested list 


/ 


Automatic clock turns radio ‘‘on.”’ © Plays on regular Penlight Batteries 
Full power 4 tubes plus rectifier © Ebony, Aqua or Ivory! 
Perma-Circuit Chassis. 4” Speaker. © Easel-stand on back 


Priced to sell for 


3 New Philco Stereo Hi-Fi Phonos 
in choice of popular furniture stylings § 


Beautiful— Completely self-contained—4 Speed Multi-Mix Changer— Dual Sapphire Needle ceramic pick- 
up—4 Speakers, 2-4” and 2-6”—Handsome Control Panel—Reserve Power Amplifier*— Record Storage. 


*Music Power Output 6 watts measured per EIA Std. RS-234, Peak output 15 watts 


YOU NEED 








PHILCO 1632 MAHOGANY 
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BIG-SET SOUND 
LONGER BATTERY LIFE 










MAHOGANY 
Suggested list 





PHILCO 1632 WALNUT 


co 


Famous for Quality the World Prer 











ATHERMAKER 





ROOM WE 


Quality Control 


Test Card 









G COIL tested for leaks 
150 psi pressure. 


£ calorimeter tested Ol 
utput. 


HIGH EFFICIENCY COOLIN 
with nitrous oxide gas under 


PRESSOR PERFORMANC 


COM 
nformance with rated Btu © 


for co 

ED REFRIGERANT SYSTEM 

L Pressure-tested for leaks at 235 psi. 

2. Evacuated and tested to assure removal of all oO 
non-condensable gases. 

3. Charged with refrigerant, electronically metered To) 
to within plus oF Y4 ounce. 


SEAL 


minus 
CONTROLS tested for precise calibration and proper '@)| 


operation 


COMPLETE ELECTRICAL SYSTEM high potential re) 
tested with 900 volts to eliminate possibility of short 


circuits. 

UNIT CAPACITY line-tested to insure conformance O1 
with Btu capacity rating. 

COIL AND PIPING CONNECTIONS checked with elec- ') 
tronic leak detector (capable of detecting leak rate 

of ¥2 ounce of refrigerant in five years). 


QUIETNESS OF OPERATION checked with octave QO 


band sound analyzer. 
“WEATHER ARMOR” CABINET tested for rust and 6) 


corrosion resistance. 


MoveL__— 


‘Every 1961 































Room Weathermaker is 


TAGGED FOR PROFITS 
WITH 
THIS PROOF OF QUALITY! 


Ever i 
ei SIO gion —— Weathermaker must pa 
pag es 3 0 quality control tests pn Ss 
complete ay . pares the factory. Thi on 
satisfaction for yo is means 
profit for you. your customers—more 


Three M 
ore Reasons Why Carrier Is the Profit Line 


1. It’s the most co 
mplete... 
... from 5600 BTU to 20,000 oo. ao 





2. Best finance i 
‘ e plans in the i 
=) e industry. . 
—, . . pay when you sell... a ties a . 
ying charges—maturity, September ye ae 


3. Power tools f 

° . or volume . 1 a 

ti Sy selling ...as 

ae Bw hg program plus Sagi na- 
n : ‘ " = 

banners and sige 24-sheet billboards, « oa 
s and eye-catching store divs. yutdoor 


For the com 
plete Carrier 

Ve . . . profit 

raved distributor listed in ds _ your 

me ier Air Conditioning Com low aned 

ew York. pany, Syracuse lI, 








One example of Carri 
arrier quality— 
the Carrier aos ay apeog 


75% of the ¢ 
a wep erage room air conditioner is 
pr eg 2 pm to the weather. Carri ; 
he soll bs eather-Armor”’ acer hig 
’ Carrier qualit h 
me ality features ic 
re more customer satistestion: i 


Air Conditioning Company 


A Di 
VISION OF CARRIER CORPORATION 
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NOBODY'S 
PUSHING THE PANIC BUTTON 
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AT COLUMBIA 


Columbia Phonograph dealers head into ’61 with 
‘Sound Lines, Solid Merchandising 


and Powerful Promotions 


Columbia’s new “Music FESTIVAL OF VALUES” Program 
is already a powerful money-maker for participating 
dealers. A solid, successful consumer event. A complete, 
planned program featuring proven products and valuable 
gift premiums. That’s Columbia Phonographs sound way 
of doing business. And profitable for Columbia dealers. 


Columbia’s sales increase outstripped the industrys, all 
through 1960’s big Fall selling season. Radios and tape 
recorders were seld out from the start. And Columbia 
stereo portables and consoles met with immediate mass 
consumer approval. Dynamic: promotions plus the re- 
spected Columbia name kept cash registers ringing in 
spite of a so-called soft market. So why stop now? And 
why push the panic button when business can be good? 


Columbia’s current promotion is its biggest and most 
promising. The Music Festival of Values is already scor- 
ing heavily with: 


@ the world’s first stereo “party wagon” —available at a 
special package price with Columbia’s C-1215, 
C-1217, C-1219 or C-1221 stereo portable 


e PLUS a $35.88 stereo record collection, classical or 
popular—available to every customer who buys a 
Columbia “Music Festival’ Portable or Console 





e PLUS cash savings up to $50 for every customer who 
buys Columbia consoles—greater than ever product 
values 


e PLUS festive dealer store promotion kit 


e PLUS dealer-centered national advertising in LIFE, 
major newspapers and radio —the biggest in Columbia 
Phonographs history! 


GET IN ON THE “MUSIC FESTIVAL” 
profit program now. It runs through March—and you 
can really score with big stereo sales during this great 
selling season. And there’ll be still more, huge Columbia 
promotions to keep sales soaring in the sixties. So step 
aboard this high-flying Columbia bandwagon now. Call 
your Columbia Phonographs distributor today and get 
all of the reasons why “‘nobody’s pushing the panic but- 
ton” here! 


COLUMBIA 


Phonographs 


CBS Electronics, 405 Park Avenue 
New York 22, N. Y. 
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HOTPOINT’S REVOLUTIONARY 
























































Hotpoint gives you extra sales power with 
ALL-PUSHBUTTON TOUCH COMMAND 


Just the touch of a button automatically selects 
the proper drying time and temperature to custom 
dry any washable! Here is fully programmed drying! 











A Division of General Electric Company, Chicago 44, I/linois 
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NEW DRYING SYSTEM 












And you can PROVE it—right in your own store! 


Now with new Speed-Flow, you can sell new Hotpoint NO-GLOW HEATING UNITS 


new drying speed and safety throughout 
the line —and only Hotpoint has it. This 
revolutionary new drying system dries typ- 
ical family loads in only 35 minutes — 20 


never get red hot—an industry first! There’s 
standout sales appeal in styling, too—with 
the unique Free-Span control panel and 
the distinctive Windsor Gray color on the 





















limited edition Custom Crest models. For 
more sales in ’61, promote and sell Hotpoint 
Speed-Flow with Touch Command! 


minutes for wash ’n wears, 10 minutes for 
special items — yet Speed-Flow dries at 
lower, safer temperatures! The exclusive 


Amazing demonstration helps you sell 
speed-fiow drying! — 


This effective demonstration shows your 
customers how Hotpoint’s new air-flow 
system delivers faster, safer, cooler dry- 
ing—with the only heating units that never 
get red hot! Demonstration kit includes 
Plexiglas door and pinwheel spinner. 
Order yours today! 





Put the Plexiglas 
door in place—the 
glowing stops and 
pinwheel spins. This 
proves No-Glow to 
your customers. 


Open dryer, push 
start button. Heat- 
ing units “glow” be- 
cause of improper 
air circulation due 
to open door. 





Hotpoint Dealers’ profit opportunities are greater than ever before 
.-- if you’re not a Hotpoint dealer, you should bel 






ELECTRIC RANGES + REFRIGERATORS » AUTOMATIC WASHERS + CLOTHES DRYERS - CUSTOMLINE® + DISHWASHERS 
DISPOSALL® + WATER HEATERS + FOOD FREEZERS + AIRCONDITIONERS - ELECTRIC BASEBOARD HEATING 






JANUARY 16, 1961 


Proclaiming A New Era of 





PEACE OF MIND 


PROTECTED PROFIT 


A WAY OUT OF THE JUNGLE— Beginning January, 


1961, we of Casco Products, backed by the resources of 
our new parent company, Standard Kollsman Indus- 
tries, Inc., will be in a position to show dealers the way 
out of the jungle—the way to a steady, profitable busi- 
ness in portable appliances. 

This new era is made possible by two important in- 
novations: the Lady Casco Trade Treaty and the new 
Lady Casco line—both of which offer unique advantages 


to qualified franchised dealers. 


THE LADY CASCO RECIPROCAL TRADE 
TREATY will protect franchised dealers against price 


cutting, provide high profit margins, yet maintain 
realistic competitive retail prices. The Treaty will also 
guarantee retailers’ inventory against price decline and 
assure them of consumer advertising that will pre-sell 


their customers. 


FACTORY-DIRECT DISTRIBU- 
TION to franchised dealers—without 
wholesalers—will hold the line on 
prices, do away with the evils of unpre- 


dictable inventory dumping, back door 


= 
Write to Cady 









Aurora, Melrose Park, Illinois - 
Toronto, Canada + 


selling, and unauthorized trans-shipping. Lady Casco’s 
own sales force, trained in product and in marketing 
techniques, will serve as merchandising assistants to 


dealers rather than as mere order takers. 


INTRODUCING A REVOLUTIONARY NEW PORT- 
ABLE APPLIANGE—A major ticket item with 


unheard-of versatility for your customers, exceptionally 
long mark-up for you. Backed by a full scale demonstra- 
tion program to deliver the story to your customers and 


deliver the sales to you. It will be the flag bearer for— 
THE LADY CASCO LINE—a completely new quality 


line of portable appliances, styled with fresh eye-appeal 
and engineered for top performance—with realistic con- 


sumer pricing, instead of dishonest, fictitious list pricing. 


THE NEW ERA BEGINS: The Lady Casco Line 


with all its benefits will be available only to a limited 
number of dealers throughout the United States. Your 
inquiry now is your first step to free 
yourself from unfair competition and 
to embark on this new era when you 
will sell portable appliances with both 


profit and peace of mind. 


Leonard F. Cramer, President 


MdCO CASCO PRODUCTS CORPORATION, BRIDGEPORT, CONN. 


A DIVISION OF STANDARD KOLLSMAN INDUSTRIES, INC. 
Dublin, Pennsylvania - 
Glendale, California - 


¢ Plants in Elmhurst, Syosset, College Point, N. Y. 
Oshkosh, Wisconsin + Golden, Colorado + Los Angeles, 
Munich, West Germany. 
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: YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE 


IMPERIAL MARK Xil 


MODEL F90-20 





With RCA WHIRLPOOL Home Cleaners... 
you sell the features women understand 


More than just a vacuum cleaner, here’s a powerful 
home cleaning system all in one unit. The Imperial 
Mark XII, Model F90-20 shown above, combines the 
mighty, but controlled, suction power of a canister 
with an upright’s electric motor-driven brush. The 
1 1/5 hp. motor creates an air stream that reaches 
deep-down to rout stubborn dirt and dust. And with 
RCA WHIRLPOOL you get the best of both in one. 


A simple demonstration proves its value. Ideal for 
cleaning upholstered furniture, draperies, lamp shades, 
pictures, walls and ceilings, in addition to the power- 
ful job it does on rugs. Here’s cleaning power that 
puts you far ahead of competition. There are four 
sensibly-priced models to give you real step-up sell- 
ing opportunities. Get the full feature story from 
your RCA WHIRLPOOL distributor. 


Join up! ... it’s easier to sell RCA WHIRLPOOL than sell against it! 


IMPERIAL MARK XIl 
MODEL F90-10 


This model has the same powerful 
cleaning action as the F90-20, 
but does not have the motor- 
powered rug nozzle. However, it 
does a remarkable job on carpeted 
floors or on polished floors, dra- 
peries, lamps, etc. 





MODEL HV-65 





This Hi-Power home cleaner pro- 
vides super cleaning action at a 
very moderate cost. Has big 1 1/5 
hp. motor that develops tremen- 
dous, but controlled, suction power 
to pull out dirt old-fashioned 
cleaners miss. 


MODEL HV-50 


Here’s real cleaning power and 
quality construction in a low- 
priced, complete home cleaner. 
Light and compact, it makes easy 
work of household cleaning and 
dusting. It’s packed with features 
for thorough cleaning. 

San 
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CORPORATION 


ST. JOSEPH, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 


Use of trademarks Rg) and RCA authorized by trademark owner Radio Corporction of America 
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ONE dard-sell theme of the 
NEMA 1961 electric range campaign 
is “Good Cooks Cook Better Elec- 
trically.”. The drive, launched just 
this week, is aimed at drawing the 
“range-hungry” customer into the 
electric fold, NEMA explained. 
“Thousands of people have been 
putting off buying a much-needed 
range for a year or more,” said R. 
D. Smith, secretary of NEMA’s con- 
sumer products division. And fig- 
ures—especially 1960’s figures— 
back him up. Looking at the gloomy 
totals for last year, you can see that 
electric range sales slipped 9.6%. 
NEMA has cautiously predicted 
a 5% increase in electric range sales 


in 1961. But, Smith emphasized, 
“There’s a lot more volume than 
that waiting . . . for the dealer who 
goes after it aggressively.” 


Two Dealer display kit for the 
push boasts three-color display 
streamers for wild windows and 
snazzy stores. One streamer spot- 
lights the main theme, “Good Cooks 
Cook Better Electrically.” The other 
shouts, “Take the wishcraft out of 
cooking . Step up to electric 


- cooking.” 


THREE Direct-mail brochures 
underscore the campaign’s selling 
theme. One gives Mrs. Kowalski 


New From NEMA: Six-Step Electric Range Push 


seven convincing reasons why she 
should make the switch to a new 
electric range. Another tells her 
why and how she’ll cook better 
meals with an electric range— 
whether she’s already a good cook 
or a newly wed novice. 


FOUR Folder, designed for place- 
ment in model homes, carries the 
builder’s message to the prospective 
home buyer. 

In it, the builder explains to 
lookers: ““We’ve included a modern 
electric range with you in mind... 
it will help give you a better life 
in your new home.” 

This folder points up the fact that 










1961 Top Quality 
Portable Radios 


Arvin’s promise to you comes true—specialized 
production methods now bring you American-made 
high quality radios at incomparably /ow prices! 


priced 


AS MUCH AS 


37%! 


lower 


THAN LAST YEAR’S 
MODELS — 


Soa , 





! 
\| 


Customers? These prices are like magnets. 


And you make full markup. Why pick up last year’s 


closeouts? Save on these 7967 Arvins! 


comparable last year $54.95 


this year’s model 61R48 *3495* 


sales-making retail savings 36% 


Power without weight! 7 transistors, 2 diodes. w 
“Superhet” circuit. Rich, 3-stage audio. AVC. 2%” 
Alnico V speaker. Vernier Drive tuning. Complete 


as shown in Chestnut Leather. 


shown. 


— 





NEW CLOCK RADIO REDUCED! 
comparable last year $24.95 

this year’s model 51R17 *19295* 
sales-making retail savings 20% 


5 tubes, 4” speaker. AVC. Sweep 
second hand. Off-White. 





*Slightly higher far west 





DON’T MAKE A MOVE 


Housewares Show e Booths 1757-71—Chicago McCormick Place 


Arvin’s Famous 
3-Band Portable 


l NOW LOADED WITH 
\lI LUXURY FEATURES 
AT NOT ONE CENT 
EXTRA IN PRICE! 


Incomparable in the “under $25” price 

class! 6 transistors plus diode. Sensitive. = 
7. 2%," speaker. Noise-free tuning. New bat- ®& 
aa tery “pop-in.’~3 colors. Complete as 





TILL YOU SEE THESE ey f ang foomuare ast 
_ 1 
ARVIN RADIO VALUES! Gennes U Arvin ete hte <ieehaatie, indians 


WORLD’S LARGEST SPECIALISTS IN THE MANUFACTURE OF QUALITY RADIOS 
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“International Il,"’ model 61R89, still 
only $100.* 7 transistors. 19 luxury 
features. More engineering/styling 
advances than any other 3-band. 


Sp 
— 


“Comparable last year $39.95 
this year’s model 61R23 $94 95* 
sales-making retail savings 374% 


ZY 


comparable last year $41.95 
this year’s model 61R35 


/// $9995" 


f 
l// 
sales-making retail 
savings 284% 


Features of the ‘‘over $40” price 
class! 7 transistors plus diode. 
“Superhet” circuit. 3-stage au- 
dio. AVC. Battery “‘pop-in.” 2 
colors. Complete as shown. 
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® Consumer Products Divison 


ARVIN INDUSTRIES, INC., COLUMBUS, INDIANA 


























NEMA and participating utilities 
will be working in this campaign to 
get a bigger share of sales to local 
custom and _ speculative builders 
and remodeling specialists. 


FIVE Five-minute recorded radio 
talk features a women’s commenta- 
tor extolling the virtues of modern 
electric cooking. NEMA figures that 
the women’s view is an effective 
way of attacking range customers. 
So much so, in fact, that NEMA has 
included in the campaign illustrated: 
editorial features for women’s sec- 
tions of local newspapers. 


SIX NEMA’s year-long newspaper 
and mass-circulation magazines will 
back up local efforts by dealers and 
utilities. More than 3,300 daily and 
weekly papers subscribe to NEMA’s 
monthly editorial service covering 
the range and other electric appli- 
ances. 

Although the NEMA campaign is 
a year-long and nationwide pro- 
gram, Smith explained, ‘90% of the 
emphasis will be local, aimed at de- 
veloping immediate sales prospects 
for the local dealer. To do it, the 


utilities supply leadership and 
spending money to make the whole 
community electric range con- 
scious.” 


How many utilities will partici- 
pate? NEMA’s preliminary survey 
showed that 80% of those replying 
—80 out of 102—will go for at least 
one major electric range campaign 
in 1961. 





Why Not 
Sell the Best? 


Cfo line 


ELECTRIC 


Deluxe Automatic Model 
DHA-25. Below. 


An outstanding air dryer. 
Removes up to 3 gallons of 
moisture from air every day. 

Look at these sales features: 
AUTOMATIC DEHUMIDIFICATION — 
Model DHA-25 has integrally built-in and 
wired MH HA45E humidistat with double 
nylon sensing element. BIG 1/5 H.P. SYS- 
TEM — Tecumseh compressor. Greater 
capacity and better air flow, use in 
up to 14,000 cu. ft. areas. BUCKET 
CAPACITY — 8% qts. Made of Styrene 
Plastic. OVERALL DIMENSIONS — 17” x 
12” x 17” long 


HEAT CONTROLLER, wc. 
1900 Wellworth Ave., 
Jackson, Michigan 


See exhibit at 
McCormick Place 
Booth 2812 


ELECTRICAL MERCHANDISING WEEK 


le air coolers... 


from the industry’s most successful line — 

a dramatic NEW I DEA in cooler design 
combining elegant console cabinetry with 
pow. ‘ul room-cooling capacity! Major sales 
features include 3-speed operation, separate 
water pump motor, automatic adjustable 
thermostat, patented Pivotrol all-direction 
grille, new.Tilt-Back water trough, germ-proof 
Corobex self-purifying filter, beautiful walnut- 
grained vinyl bonded cabinet... 


RTICOOL 


FURNITURE- 
STYLED 
COOLERS 


The most exciting selling news in portable cooler 
history . . . and only TravelAire coolers have it! 
Exclusive VERTICOOL furniture styling! Slim! 
Smart! Custom-styled to fit among furniture. Self- 
standing, too . . . needs no accessory table or cart. 
A sure-fire consumers’ choice for ‘61! 


ALL NEW 4-UNIT LINE: For simplified merchandising 
and step-up selling the TravelAire line includes two 
PERSONAL coolers and two VERTICOOL room coolers 
... all completely new for ‘61 . . . all loaded with leader- 
ship features that have kept TravelAire coolers the 
largest selling line for seven consecutive years! This 
sales momentum plus the only exciting new cooler line 
plus the most complete advertising and marketing pro- 
gram in the industry can produce greater sales at larger 
margins for you! 


See this breath-taking new line 
before you buy! 


BOOTHS 1263-1265 
NHMA Chicago Exhibit, Jan. 16-20 


* Manufacturer’s Suggested Retail Prices 


The greatest name in 
foKeyae-Geolk-m-Uhamoxekola-a a 


a. METALAIRE PRODUCTS DIVISION ay 4 
ion, > . * McGraw-Edison Company DIS 


: 


ae 560 S. 15th St., Phoenix, Arizona 
TO $89 95° World's Largest Manufacturer of Evaporative Air Cooling Equipment 
a 


4 MARKET-PLANNED MODELS PRICED $39.95 
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BEGINNING ITS SOth YEAR MAGNAVOX ANNOUNCES... 


NEW 
AUTOMATIC 
LY LAGAYT 
MEIER | 





Stereo Theatres — the industry’s most complete line of home entertainment 


imperial Automatic Record Player—first professional-qualit) centers includes the spectacular stereo theatre 27" as well as 23" and 24" 

player in a home instrument! Only 3 grams tracking pressure screens. 12 models in a variety of beautiful furniture styles and hand-rubbed 
< . i a c af  ~ . e ° "7 ~ a 

lets your records and diamond stylus /ast a lifetime of normal use! finishes. Priced from only $349.50. Plus Magnavox’s new Color Stereo Theatre! 


Always plays on true pitch. 
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Works like a self-setting electric eye camera! 
Gives the best picture—day or night —in any light! 
| Measures room light and automatically resets brightness and contrast! 


Nothing to set —nothing to adjust! 


the magnificent 


profitable franchise! NZ es CS awvox 


WORLD LEADER IN STEREOPHONIC HIGH FIDELITY AND QUALITY TELEVISION 





The Magnavox Company, precision electronic equipment for industry and defense, Fort Wayne, Indiana 





i reasons why the Magnavox Way is the 
industry's most profitable franchise 











1. Magnavox limits the number of 
dealers in each market. 

2. The top Magnavox dealers range 
from $106,000 to $2,000,000 at full list 
and full profit. 

3. Magnavox provides profit margins 
up to 20% higher than competition. 
4. Magnavox guards your margins 
against discounters—no vicious price- 
cutting. 


5. Magnavox list prices—actual selling 
prices—are from 20% to 50% lower 
than comparable models in other 
brands. 


6. Magnavox is the prestige line that 
sells in volume. 


7. Product superiority, demonstrable 
performance, style selection and value 
make Magnavox outsell all other 
brands in franchised stores. 


















TV-FM Combination— A Magnavox exclusive! Drift- 
free independent FM radio, high fidelity sound sys- 
tem, combined with finest TV. Available in 23" 
and 27" models. 


27" tv — biggest, clearest picture in all TV! Huge 
400-sq. in. screen is nearly half again as large as to- 
day’s 23" pictures. In a range of models from the 
magnificent Magnavox Stereo Theatres to space- 





The Industry’s Most Complete Line of big screen tele- 
vision—19", 23", 24",27" and color—and Stereophonic 
High Fidelity phonographs and radio phonographs. 






saving consoles 
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29 MILLION 


steam iron owlers 


love their steam irons 
and wish they'd stop 
clogging up! 


CONDITIONER 


og 


Wante 


Meen-our 


STEAM IRON 
CLEANER 


Pa 


BOTH KLEENSTEAM AND KLEEN-OUT are 
packaged for IMPULSE BUYING. Colorful Bubble 
Displays, shelf stackers and hanging boxes. 

For market introduction Kleen-Out is packaged 
with Kieensteam Water Conditioner (one 2% Oz. 
Packette with Kleensteam ‘Starter Kit’’) 

retail price, $1.19 for the combination. 








SELL THE PREVENTION AS WELL AS THE CURE 
FOR CLOGGED-UP STEAM IRONS IN ONE 
MONEY-SAVING INTRODUCTORY PACKAGE TO THOUSANDS IN 
YOUR AREA WHO OWN CLOGGED-UP STEAM IRONS! 


WRITE... WIRE... PHONE... 


ILLINOIS WATER TREATMENT COMPANY 
840 CEDAR STREET, ROCKFORD, ILLINOIS 
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Straight From 
Washington 


IF YOU’LL NEED EXPANSION FINANCING IN 1961, 
don’t overlook the Small Business Investment Co. that 
is almost certain to exist in your area. There is at least 
one SBIC in 35 states, several in the larger ones. 

The SBIC seems to be shaping up as a prolific source 
of funds for small retailers and wholesalers, so often 
squeezed out in a tight-money market. Of the 700 in- 
vestments made by the 175 SBICs now in existence, 
nearly 500 have been in non-manufacturing companies. 

SBICs range in lending or equity financing potential 
from the minimum of $300,000 to the $22.5 million 
raised through public stock sale by the Boston Capital 
SBIC. There are more than a dozen companies now 
with capital exceeding $1 million. 

Investments so far total $50 million. But SBICs, mov- 
ing cautiously, still have more than $100 million in 
their coffers. This total grows almost daily. al 


EARLY TAX RELIEF FOR SMALL BUSINESS is sought 
in a bipartisan drive by two respected members of the 
tax-writing House Ways and Means Committee—Rep. 
Thomas C. Curtis (R-Mo.) and Rep. Frank Ikard 
(D-Tex). 

Their plan: Permit a before-tax deduction of 20% 
of profits or $30,000, whichever is smaller, if the 
money is re-invested in depreciable assets or inventory. 
A deepening of the recession would give it a big push. 

The Kennedy administration will not give priority 
to the perennial drive for overall tax reform. New sur- 
veys will be made this year, but anything concrete be- 
fore 1962 is highly unlikely. 

Automatic Korean excise tax reductions, due June 
30, do not affect appliances. Scheduled for cuts, unless 
Congress objects, are excises on such items as autos, 
parts and accessories, telephone service and transpor- 
tation. 

Excises on TV sets (10%), refrigerators (5%), air 
conditioners (10%), radios (10%) and electrical, gas 
and oil appliances (5%) are likely to remain un- 
changed. There is no automatic reduction on these 
scheduled during 1961. Congress would have to be 


pushed into changes. bal 


LOOKING AHEAD TO THE SECOND HALF OF THE 
1960s, many economists see a drastic change in the 
appliance market. The major demand will be for less 
expensive appliances for younger families. 

This is the reasoning: Between 1955 and 1960, some 
35% of America’s families were in the 30 to 44 age 
bracket. This percentage will decline sharply in the 

next five years—some say to as little as 1%. 

The major gain in family distribution between 1965 
and 1970 will be in the 20 to 30 age group. This will 
mean an active demand for appliances for families liv- 
ing in smaller homes with babies. 

As the market for larger and more expensive homes, 
autos and electrical appliances declines, so the demand 
for smaller TV sets, washers, dryers and less expensive 
and less complicated hi-fi will increase. 

And increase it will, economists agree. The crop of 
war babies who will be beginning to form their own 


families are not inclined to do without items once con- 
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sidered luxuries but now thought of as necessities. @ 
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WE SAY IT 


Westinghouse, in partnership with its dealers, 
makes this promise to the American consumer: 








OUR PLEDGE 
to this community 






We, your Westinghouse retailer 
and the Westinghouse Electric 
Corporation, in Partnership, 
pledge to this community... 
quality products... prompt, 
dependable service...fairness 
and honesty in our 
business relations with you. 
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Westinghouse and its dealers intend to put real teeth into the words, “Quality,” “Honesty,” and “Fairness” 
...to back them with the most comprehensive program of revitalization ever undertaken by a manufacturer. 


THIS IS OUR PROGRAM: 


FOR BETTER RETAIL RELATIONS 


THE NATIONAL DEALER COUNCIL, representing all Westinghouse dealers, keeps products that sell . . . to help design promotions that do a job... that help build 
the factory in constant touch with the changing needs of retailers and the buying customer relations . . . that will give Westinghouse Dealers the best possible break 
public. This nine-man council meets regularly with Westinghouse to help create 


in a. highly competitive business. 
FOR A BETTER PRODUCT 








45 aoveatist0 —— 


CHECKING to maintain the highest quality control has always been IMPROVING appliances through DOUBLE CHECKING is done i in are independent labo- 
our policy. Butin 1961 major appliances will be subjected to the most product research is a never end- ratories of the Good Housekeeping Institute. Its seal 
intensive quality controls ever used at Westinghouse. 


ing job at Westinghouse. is your customers’ assurance of quality. 
FOR BETTER SERVICE 





A DEALER’S REPUTATION is only as good as the service he CUSTOMER SATISFACTION must be assured through fast parts supply as well as good dealer service. To make 
provides. And in the future Westinghouse will continue to 


sure Westinghouse dealers are adequately equipped to give the fastest possible service, Westinghouse has 
improve this service through better training techniques. 


recently established three national parts depots across the country to make this customer satisfaction possible. 


FOR BETTER SELLING 








BETTER SALESMEN are made atWestinghouse MORE ADVERTISING SUPPORT is planned for 1961 than at any time in BIG, EXCITING PROMOTIONS are planned for 
Training Centers. They get intensive training the 75 year history of Westinghouse. There’ll be a new weekly TV 1961. And they're the kind that sell. They’l! be 
planned by top industry sales people. series, and a schedule of magazine and newspaper advertising. endorsed by the National Dealer Council. 
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MEAN IT 


Fast 
bier — ¥ - 












PLUS ...A LONG-NEEDED “MUST”! 





APPLIANCE DEALERS ON TV 


THEY'LL BUILD PRESTIGE FOR THE INDUSTRY 
ON A HISTORY-MAKING NATIONAL TV SERIES. 


For the first time in the history of the 
appliance industry, a manufacturer is spending 
a million dollars to strengthen acceptance 
and confidence for its dealers...not just 


to advertise itself or its products. 


In 1961 there'll be 21 full-minute commer- platform from which the dealer can speak 
cials that tell customers about the Westing- directly to 30 million customers about his 
house Dealer. There’s never been anything _ service, his policies, his end of the business. 
like this in the business...anation-wideTV You can be sure... if it's Westinghouse. 











Your local Westinghouse Distributor has full details on the most exciting and progressive retail 
program in the appliance industry. Call him, or write Dealer Development Dept., Mansfield, Ohio. 


Westinghouse 
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Big bonus for Merchandising Week 
subscribers! As Part II of the July 3, 
1961 issue of Merchandising Week, 
you'll be receiving a wonderfully 
useful business book . .. and it won’t 
cost you an extra cent! It’s the 1961 
Home Goods Data Book, and will 
contain the greatest amount of “how 
to do it” and “where to get it” in- 
formation ever offered retailers in 
this field. In your personal copy of 
the Data Book you'll find a world 
of ready-to-use information on Re- 
tail Operations — Marketing of all 
products you now handle or should 
consider handling; Advertising and 
Promotion of both your store and 
— Business and Financial 
guidance and reference ma- 


terial; Store Operations infor- 
mation covering everything 


from site selection to sales train- 

ing. Included in your Data Book 
will be eight separate directories of 
products and manufacturers, in- 
dexed for easy use. The 1961 Home 
Goods Data Book is a business tool 
you'll use right through the year 
— and best of all, your copy is re- 


served for you right now! 
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Top quality appearance Your Data Book will be a solid, profes- 
sional volume, in a permanent, hard cover. Bound so that it will open 
flat to any page for easy use; top quality, fine-screem reproduction. 
Standard reference book size, 8%” by 11%” — convenient to keep 
right at hand. 



































r Special Editorial Staff. Home Goods Data Book has its own, year- 
around editorial staff, concentrating entirely on providing the most 
useful information for you inthis once-a-year offering. These special- 

rm ist editors are backed by Merchandising Week’s entire staff (by far 
the largest editorial staff in. this field), and by all the resources of 
McGraw-Hill, world’s largest business publisher. You’re getting the 
very best available in editorial attention! 


Useful-every-day information on nearly every part of Retail Op- 
erations will be found in your Data Book: Wantsinformation on the 
trend in laundry-combination sales, or power mowers, floor polishers* - 
or dozens of other products? You’ll find it in the Data Book. Want 
expert advice on how, when. and where to advertise? You'll find it in 
the Data Book: Want ready-to-use financial information, time-saving 
charts and.tables? Or information on store layout, displays, select- 


ing and training personnel? You'll find it all in your Home Goods 
Data Book! 


New all-products buying guide Never before have retailers been 
equipped with as broad a directory of products they handle, or should 
consider handling — or one as easy to use. Eight separate directories 
list thousands of manufacturers under hundreds of product cate- 
gories. You can get the information you need in sales-saving seconds! 
Here are the eight directory sections: 

e Major Appliances/Kitchens 

e Outdoor Power Equipment 

¢ Home Entertainment 

(radio, tv, hi-fi, stereo, tape, organs) 

Electric Housewares 

Floor Conditioning Equipment 

Non-electric Housewares /Lawn and Garden Accessories 

Master list of Brand Names 

Master list of Manufacturers 

(showing name, address, telephone) 


Beyond these easy-to-use directories, you'll find page after page of 
manufacturers’ ads — showing their full lines, their product features, 
their promotions and dealer aids — all classified by product categories. 


The anal Handy? You bet — and there'll even be quick Reader Service cards 
what it says. Your copy of the Home Goods Data Book 


to bring you any additional product information you need. 
| 4 0 M comes to you without extra charge or obligation of any 


All this value, without extra cost! And that means just 













subscribers, and your personal copy of the 1961 edition will reach you 
on July 3. Watch for it — you'll want to start using it right away! 





0 0 d S kind. It is a valuable bonus for all Merchandising Week 





Advance word to advertisers If you market a product sold through 
home goods retailers — or are considering this i 

type of retail distribution — you should 
have the complete Home Goods Data Book 
story..A copy of this announcement bro- 
chure should reach you in the mail within 
the next few days. It explains in detail the 
many unique advantages of advertising in the Data 
Book... the unusually low cost ...the many high-productivity 
features. If you do not receive a copy this week, we’ll be delighted 
to send one at your request. Write Home Goods Data Book, Elec- 
trical Merchandising Week, 330 West 42nd Street, New York 36 — 
or ask your Merchandising Week representative. 





i. mR 
A McGraw-Hill Publication 330 West 42nd Street, New York 36 ‘@: § By 
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BREAKFAST TWINS 


FA a i A STi C FA a New styling, new prices on Dominion’s oscillating, all-purpose, 
and window fans. Full profit margins, early buying discount 


program, dating, prepaid freight .. . and of course, no service 
problems because every fan is backed by Dominion’s exclusive 
1-year “over the counter” replacement warranty. 











Model 2017. New two-speed oscillator with Model 2059. New deluxe 20” window venti- 
beautiful stamped base; 1500 R. P.M.; lator; electrically reversible; fully ad- 
styled in decorator colors. justable to any window; modern styling. 
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| Show Stoppers! 


Step right up to a big new money-making line of appliances! - 
Dominion appliances ...a complete line with exclusive features . re 
. built-in, man-size profits ... backed by full-color national 4 : 
advertising, and Dominion’s famous 1-year “‘over the counter”’ 
replacement warranty. If you’re missing out on the profit you 
should be making on portable appliances —it’s high time you 
took a closer look at Dominion —the full profit line for 1961! 








Before you buy be sure to see— 
DominionS Seal of Quality! 























i Plus Bonus Otter 
on World's First 
Featuring Self- sity Miner 
The Hottest Appliance In America! 
Model 1805, Deluxe Hair Dryer—Most Model 1905. “Stow “Away” Sie einer — > 
beautiful design—ever. Sells on sight! Terrific new idea in mixers, it’s completely — 
Exclusive features include: push- self-storiug ... beaters store in mixer fins, 
button temperature range, jewel sig- | cord wraps aibind handle and snaps tight! 
nal light, flexible hose and vinyl drying Other features include: push-button beater 
hood, accessory compartment, lug- _ release, three-speed motor, heel rest, weighs 
i gage-style case. / only 2¥% Ibs, 















Before you buy any appliances... 
take a closer look at... 


ar D 
iy See your > 
fhe Dominion . distributor 
or representative for details 









on these promotions . . . or 


See us at the 


f | nousewane 








Booths 984-986 -988 - 990 


%« 
< “= ~ 
cman, y men 


DOMINION ELECTRIC CORPORATION e Mansfield, Ohio 
Dept. EM-1 
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Nobody’s an expert at shopping McCormick Place because this 
week’s Housewares Show is the first big trade show ever held 
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there. But we’ve put together all the information you’ll need 
to act and look like an expert. On this page, of course, is a 
booth-by-booth map of the hall, plus an area map showing you 
just where in Chicago McCormick Place is. On the following 
pages you’ll find a complete list of exhibitors with booth num 
bers and an informative, helpful article on what’s what and 
where at the hall. But that’s not all we’ve done. On pages 2 
and 3 we’ve begun summarizing the new products you'll see, 
the prices you'll discover, and the marketing trends to watch 
for as you shop the show this week. 
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HERE’S CHICAGO’S NEW McCORMICK PLACE, an exhibit hall so big that the guides are “musts.” 


How to Find Exhibitors . . 


EXHIBITOR BOOTH 
A-M-R Chemical Co. Inc. 
Ace Broom Company 

Ace Mfg. Co. Inc. 

Adirondack Bowls, Inc. 

Admiral Plastics ‘Corp. 
Aircapitol Manufacturers, Inc. . 
Akro-Mils, Inc. : itt 
Alien Mfg. Corp. * = 
Alladin Industries, Inc. 

Alladin Plastics, Inc. 

Allentown Clothes Dryer Co. 


Allied Aluminum Products, Inc. 


Allied Basket : 
All-Luminum Products, Inc. 
All Power Plostics 

Alreco Products, Inc. - 


Aluminum Housewares Co. Inc. 


Aluminum Specialty Co. 

American Aluminum Products, Inc. 

American Biltrite Rubber Co. 

— Casserole & Spec. 
Co. Inc. 

American Family Scale Co. 

American Ladder Corp. 


American Plastic Products Co. __ 


American Sponge & Chamois 
. Inc. ‘ 
American Tack Co. Inc. . 


American Thermos Products Co. __ 


Ames Company, O. 
Anchor Hocking Glass Corp. 
Apex Tire & Rubber Co. 
Apex Enterprises, Inc. __ 
Aristo-Mat Co., 

Div. Phoenix Table Mat Co. 


Arlington Mfg. Co. Inc. 


Arnel-Plastron, Inc. ; 
we ee. S. MT. 
Artcraft Wire Works __ 
Artistic Wire Products Co. 
Artsam Co. Inc. 
Arway Mfg. Corp. _ 
Artwire Creations, inc. 
Arvin industries, Inc. __ 
Associated Mills, Inc. __ 
Associated Plastic Div., 
Commercial Plastics Co. - 
Astor Metal Products Co. Inc. 
Atlantic Cabinet Corp. . 
Atlantic Tubing & Rubber Co. 
Atlas Tool & Mfg. Co. 
Automatic Wire Goods “Mfg. 
Co. Inc. 
Ayer Plastics Co. 


B. W. Molded Plastics . 
Badger Basket Co 
Bailey Mfg. Corp. 
Bailey and Sons, Inc., 
Baker Fireplace Mfrs. 
Balanced Foods, Inc. 
Balianoff Metal Products Co. 
Bar-B-Bow! Div. 

Keystone Lamp Mfg. Corp. 
Barler Metal Products, Inc. 
Bartlett-Collins Co 
Beacon Enterprises, Inc. 
Beacon Plastics Corp. . 
Beacon Co. 

Beard Mfg. Co. 

Beh Housewares Corp. 

Bell Mfg. & Sales Co. 

Bellern Research Corp. 

— Space Saving Prod. 
nc. 

Benhar Products Co. 

Benjamin & Medwin 

Bennett-ireland, Inc. 

Bernard Edward Co 

Berns Air King Corp. 

Bersted Mfg. Div.. McGraw- 
Edison Co. 

Better Houseware Co. 

Beverly Hills Accessories 

Big Boy Mfg. Co. 

Aa Stove & Range Co. 

Bissell, Inc. 

Black & Decker Mfg. Co. 

Blisscraft of Hollywood 

Block, J. & |. 

Block & Son, Inc., M. 

Bloomfield Industries, Inc. - 

Bloomfield Molding Co. 

Blossom Mfg. Co. Inc. 

Bogene, Inc. 

Boker & Co. Inc., H. 

Bonley Products Co. Inc. 

Bonny Products Co. 

Boonton Molding Co 


SSE 3 


(Booths 100 to 1800 Upper Level — 


30 


NO. 


A44 
2409 
540 
2133 
A33 


2160 
2410 


2321 


... 1133 
_.1760 


EXHIBITOR BOOTH NO. 
Borden Chemical Co., 

Div. Borden Co. _._.... 2406 
Borg-Erickson Corp. = 


Boston Woven Hose & Rubber Co... 








Bostwick Div., B. T. Babbitt, Inc. {aso 
Brearley Co. _.. re PR 
Briddell, Inc., Chas. D. 1359 
Brillium Metals Corp. 1738 
Broadway Ornamental —e" 

Inc. 2758 
Bromwell Wite Goods Co. _ 1365 
Brookpark, Inc. : ....900 
Brown, Inc., John Cake 1464 
Bruce Co., ¥ ye iensb-aiihaeel 1164 
Brunswick Steel Products Co. 

Inc. -csnaitl aa 
Burgess Vibrocrafters, 6. eee 
Burlington Basket Ce: ee 
Burns Mfg. Co. inc. 1016 
Burroughs Mfg. Corp. .... 1832 
Bush Brothers bonduads ) Corp. ___...2042 
Buxbaum Co ert es 961 
C&H Air eee Fan 

a aR ea tecierets aie 
C-Mor Company 2049 
Cadie Corp. ‘ 1319 
Cadillac Products, Inc. 2330 
Cadman Co. _.._. _..2504 
Cal-Dak Co. 1744 
California Molded Products, Inc._...2305 
Camden Basket Co. Inc. .... SE 
Campro Products, Inc. __ RB Se 917 
Capital Enterprise Co. . 2191 
Capitol Products Co. 1153 
Cardinal China Co. . 1528 
Carlan Products, Inc. 1788 
Carlisle Mfg. Co. Inc. 750 
Carlson Products, Inc. . ..... 510 
Carnation Plastics Mfg. ‘Co. Inc._.2201 
Casco Products Corp. __ 1040 
Case & Sons Cutlery Co., W. R._1218 
Caspercraft Mfg. Co. A 829 
Cedarbrook Mfg. Corp. 2719 
Cellulose Products Corp. - 717 
Central States Paper & Bag 

Co. Inc. ; 1804 
Centre Brass Works, Inc. 2055 
Century Enterprises, Inc. 4il 
Century Products, Inc. _..__.._147 
Certified Home Products 116 
Chain Store Age _ 1341 
Chaney Instrument Co., John L....A29 
Charies Company, John 2404 
Charleston Industries, Inc. 2837 
Chaseline Div., Chase Bag Co. 2616 
Chatham Glass Co. 1794 
Chattanooga Royal Co. 1828 
Cheinco, Inc. 2423 
Chicago Metallic nite. Co. 605 
Chop-Rite Mfg. 2123 
Cincinnati a Co. 810 
Circle Research Laboratories, Inc. _ A87 
Clark Company, J. R. 1037 
Clean Home Products, Inc. 162 
Cling-Surface Co. 2045 
Ciub Aluminum Products Co. 617 
Cohn-Hall-Marx Co., 

Comark Plastics Div. 1107 
Cole Electric Mfg. Co 2324 
Coleman Co. Inc. 2734 
Coles & Co. Inc 137 
Color Craft Co. A2 
Colorite Plastics of N. J. 366 
Columbian Enameling :* 

Stamping Co. Inc. 1183 
Columbus Coated Fabrics Corp. 2813 
Columbus Plastic Products, Inc. 1360 
Comfort Lines, Inc. 533 
Commonwealth Plastics Corp. B4! 
Como Plastics, Inc. . _319 
Continental Can Co., 

Decoware Div. 1065 
Continental Can Co., 

Hazel Atlas Glass Div. 1063 
Continental Chemiste Corp. A3l 
Continental Products, Inc. 2704 
Continental Scale Corp. 2725 
Cooper Thermometer Co. 740 
Copper Brite, Inc. 1540 
Copper Clad Products, Inc. A 
Corcoran Mfg. Co. Inc. 35! 
Cordomatic Corp. 2701 
Corduan Mfg. Co. 370 
Corning Glass Works 873 
Cornwall Corp. B37 
Cory Corp. 1431 
Coughian Co., G. N. 1398 
Covered Wagon Products, Inc. 882 
Crestline Corp. 614 


0 to 2800 Restaurant Level) 


EXHIBITOR 

Cronstroms Mfg. Inc 

Crown Rubber Co. 

Crown Sanitary Products, Inc. _ 
D 


Daher Co. Inc. _ 
Dale Chemical Co., 
Div. Irwin-Willert Co. 

Danbee & Co. 
Dapol Plastics, Inc. ...... Shoe 


Davies Molding Co., Harry ae oo 


Davis _ 

Dayless Mfg. i lee, 
Dazey Corp. TIE 
Dee Mfg. Corp. - 

eeee. tees: lo... 

Deka Plastics, Inc. 

Delsam Co. - 

Deluxe Aluminum Ladders, Inc. 
Denning Ltd., Charles 


Dennis Mitchell Industries 


Department Store Economist 
Dermer, Ltd. 
Descoware Corp. 
Desert Ray Products, Inc. 
Deshler Broom Factory, Inc. 
Designs For Casual Living Co. 
Detecto Scales, Inc. 
Devcon Corp. ...... 
Dominion Electric Corp. 
Doranne of California 
Dormetco, Inc. 
Dormeyer Corp. : 
Douglas & Co. Inc., David __ 
Dover Maid Industries, Inc. 
Drezan Corp., N. E. - 

Representing: Main Machine Co. 
Drezo Mfg. Corp 
Druid Hilt ‘Park on Corp. 
Do-All Mfg. Co. 
Du-Fold Mfg. Co. 
Dupli-Color Products Co. Inc. 


du Pont de Nemours & Co. Inc., E. |. 


(Fabrics & Finishes Dept., 
Sponge Div.) 

Duralast Corp. __. te 
Duralite Co. Inc. __.....__.. 
Durham Mfg. Corp. _..__.__. 
Duro Housewares, Inc. 
Duro-Lite Lamps, Inc. 
Durst Mfg. Co. Inc. 
Dustmaster Corp. 
Dustpak Ltd. Inc. 


E-Z-Do 

E-Z Por Mfg. Corp. 
Eastern Novelty Mfg. Corp. 
Easy Day Mfg. Co. 


Eclipse Metal Mfg. Corp. 

Eddy Mfg. Co 

Edlund Co. Inc. 

Edsal Mfg. Co. Inc. 

Edward Can Co. 

Ehrlich, Inc., Lou 

Ekco Products Co. 

Electric Steam Radiator Corp. 

Eim Jay Metal Products Co. 

Eipo Industries, Inc. 

Embassy Giftwares 

Embree Mfg. Co. 

Emerson Electric Mfg. Co. 

Empire Brushes, Inc. 

Engelhard Hanovia, Inc. 

English Bellows Mfg. Co. 

Ennz Products Co. 

Enoz Corp. 

Enterprise Aluminum Co. 

Erecta Shelf Div. of 
Metropolitan Wire Goods 

Erie Mop & Wringer Co. 

Eska Co. Inc. 

Esmond Industries, Inc. 

Esquire Chemical Co., Div. 
Frank Curran Co. 

Essex Products, Div. Welco Ind. 

Essick Mfg. Co. 

Everain, Inc. 

Everedy Co. 


Faico Products Co. 
Farber, S. W. 

Farber & Shievin, Inc. 

Fasco Industries, Inc. 

Fast Chemical Products Corp. 


Federal Enameling & Stamping Co. 


Federal Glass Co. 
Federal Tool Corp. 
Feemster Co., W. R. 
Ferry Mfg. Co. Inc. 
Ferry-Morse Seed Co. 


BOOTH 

























Use the Listings of Exhibitors in the Columns 
Below in Conjunction With the Map of McCormick Place on Pages 28 and 29 


NO. 
..2807 
1722 
Al? 


How To Appear 


e Who’ knows how? Buyers at this week’s 
housewares exhibit will be the pioneers. 

This isn’t “through darkest McCormick Place 
with gun and camera” pioneering. But it isn’t 
old, familiar Navy Pier, either, so there are 
certain to be some problems. 

e@ For one thing, there’s never been a trade 
show in Chicago’s monumentally huge exposi- 
tion center so there’s no such animal as a Mc- 
Cormick Place veteran. 

e For another, the center itself is still new 
enough to have its quota of bugs. 

Okay. Granted McCormick Place is new and 
different. What’s it like? 

Well, it sits in a 30-acre lakefront tract three 
miles south of the Loop and four miles south 
of Navy Pier. It’s big—three blocks long. 


The main exhibition area, on the upper of Mc- 
Cormick Place’s two floors, is 320,000 square 
feet, all under one roof. That’s about the size of 
six football fields set side-by-side. 

McCormick Place’s main hall can hold as 
many as three medium-sized trade shows at one 
time. Or it can be turned into a giant banquet 
hall, large enough to feed 30,000 people at one 
time. 


EXHIBITOR 


BOOTH NO. EXHIBITOR BOOTH NO. 
Farey Carp. sD Heller Co. Inc., William 2057 
Firelogs, Inc. 1345 Hercelean Products Co. 1325 
Fisher Plastics Co., Earl __ __...506 Herman Products, Inc., Edien _.. 2769 
Fiske, House of 2310 Herman's Novelty Mfg. Co. Inc. 426 
Flambeau Plastics Com... AR Hertzberg & Son, Inc, H. _. 1057 
Flexi-Mat Corp. SOARES Heyman Glass Co. Inc. ; 160 
Foley Mfg. Co. 231 Hickman Mirror Furniture Co. B92 
Forest City Products, Inc. _.....2506 Hillside Metal Ware Co. _. ... 4754 
Forest Specialities eee Hirsh Mfg. Co., S. A Ax 
Forman Family, Inc. 159 Hobart Products Co. o | 
Foster Aluminum ad Prods. Corp..2773 Hobbs, Inc., Guy - 2101 
Fowler Co., Fred V. Bé7 Holmen Co. : _....2059 
Francis Co., A. W. cnnanncreeee Homak Mfg. Co. Inc. PE ss 
Franklin Co. Inc. Bernard . 2157 Home Furnishings Daily 
Franklin Metal & Rubber Co. 714 (Fairchild Publications, Inc.) 1647 
Frantz Electric Industries, Inc. 2771 Household Mfg. Co. ‘e 1708 
Freezer Queen Products G6. ..BIF Houseware Sales Corp. ...1205 
Fresh'nd-Aire Co., Div. Cory Corp... 1431 Housewares Review ~..436 
Frigid, Inc. KS 2109 Hull Cutlers Corp., John _.... ......632 
G Hull Pottery Co. ....2814 
G-H Specialty Co. Mme Hunter Div., Robbins & Myers, Inc..933 
GS & S Metal Products Co. inc. fds 923 Hunter Metal Industries, Inc. 161? 
Gailstyn Co. Inc. _. _.. A159 Hutzler Mfg. Co. 1206 
Gala Appliance tig. | 2121 Hy-Plane Mfg. Co. B73 
Gala Lite Co. sale 2308 I 
Gardex, Inc. 1175 1. D. Company + 1704 
Garner & Co Inc. =a Ideal Rubber Products Co., Inc. 2046 
Gem, inc. 412 Idealware, Inc. ; 2052 
Gem Electric Mfg. Co. Inc. 2209 iiincis Water Treatment Co 215? 
Genera! Appliance Mfg. Co. 2781 Imperial Clock é : 1843 
General Electric Co., Housewares & Imperial Electronics, Inc. 2609 
Commercial Equipment Div. isit Imperial Knife Associated Cos. Inc. 1324 
General Floorcraft, Inc. ; 155 Industrial Plastic Co. B3! 
General Mower Corp. 2750 Ingraham Co. , 1454 
General Slicing Machine Co. Inc. _.1210 Inland Mfg. Div., 
General Textile Co. aot ee General Motors Corp. 1320 
General Wood Works, Inc. B95 International Appliance Corp. 1179 
Gerber Wrought Iron Products, Inc... 2427 International Oil Burner Co. 916 
Gering Plastics, International Shear Corp. 2610 
Div. Studebaker-Packard Corp. 132! International Silver Co. Ne 
Gessler Products Corp. 106 lona Mfg. Co. Inc 505 
— Household Products Co. lronees Se. 16il 
1628 Irvin Ware Co. 613 
Gilbert Clock Co., Wm. L., J 
General-Gilbert Corp. _. 2618 Jackson-Of-London Products, Inc. 2207 
Gilton Mfg. Corp. -_ 567 Jacobus’ Sons, Inc., 1046 
Ginna Corp. cities Jamick Mfg. Corp. B74 
Gits Molding Corp., J. P. 350 Jaxton Mfg. Corp. 1569 
Gitsware Corp. ee: Jeannette Glass Co. 1550 
Glamorene, Inc. . i Jiffy Enterprises, Inc. 1317 
Glamur Products, Inc. 1414 Joal Mfg. Co. Inc. . 2816 
Glaser Products Corp. 2802 Jodor Corp. 2125 
Glidden Co . ae Joell Mfg. Co. Inc. _.....A37 
Globe-Ware Industries 773 Johnson ‘Siuart Co. 2070 
Golden Star Polish Mfg. Co. Inc. 379 Jo-Lynn Co., Div. 
Goodell Co. ‘ 2076 Brooklyn Plating Works, Inc. 2751 
Goodrich Co., B. F. 1318 Jones & Laughlin Stee! Corp., 
Goshen Churn & Ladder, Inc. 1610 Container Div. 1160 
Gotham Industries, Inc. 1544 Jordan Industries, Inc. 2779 
Grand Basket Co. 2783 K 
Gray Co. 416 KVP Sutherland Paper Co. 442 
Grays Harbor Chair & Mfg. Co. 2717 Kadar Co., 
Great Lakes Tractor Co. 2833 Div. Yardley Created Prod. Co. 2407 
Great States Corp. 819 Kalo Mfg. Corp. 2731 
Greenspan & Co., R. 2702 Kamkap, Inc. 1217 
Griswold Mfg. Co. 778 Kaplan & Sons, Inc., Joseph A. 793 
Guild Products, Inc. 1342 Karmax 918 
Gulton Industries, Inc. 2113 Karoff Originals, Ltd. 705 
Gustin-Kramer Co. 739 Keefe Mfg. Co., Jack 2611 
H Keen Industries, Inc. 2756 
H & P House Furnishing Co. Inc. 152 Keller Mfg. Co., H. VY. 1562 
Haddon Products, Inc. 1633 Kellogg Brush Mfg. Co. 203 
Hall China Co. B15 Kenro Corp. 108 
Hall Products, Inc. 2613 Kent Plastics B69 
Hamilton Beach 1453 Keystone Brass & Rubber Co. 716 
Hamilton Cosco, Inc. 1375 Kidde Mfg. Co. Inc. 139 
Hamilton Equipment Corp. A47 Kimberly-Clark Corp. 564 
Hamiiton Glass Co. 1753 KitchenAid Electric Housewares Div., 
Hamilton Import Corp. 1105 Hobart Mfg. Co. 759 
Hamilton-Skotch Corp. 760 Kitchen-Quip, Inc., 
Hampden Specialty Products Corp... 768 Foodco Appliance Div. 922 
Hancock Gross Mfg. Inc. 1334 Klasco Products Co. Inc. Bé5 
Handy-Andy Specialty Co. Inc. 1225 Klein, Inc., Max 2078 
Handy-Hannah Products Corp. 1005 Kleinert Rubber Co., |. B. 832 
Handy Things Mfg. Co. 1254 Knape & Vogt Mfg. Co. 1048 
Hankscraft Co. 550 Knapp-Monarch Co. 831 
Hanson Scale Co. 1031 Knibb Industries, Inc. 2817 
Hardesty-Quittner, Inc. 1443 Knickerbocker Metal Guild, Inc. 1468 
Hardware Age 143 Knickerbocker Rubber Co. 1403 
Hardware Industrial Tool Co. Inc. 522 Kord Mfg. Co. Inc. 151 
Hardware Retailer 1505 Kordite Co. 554 
Harris Hub Inc., Casualite Div. 2425 Kreamerware, Inc. 1199 
Harvell Mfg. Corp. 939 Kresky Mfg. Co. Inc. 2509 
Harvey Mfg. Co. 734 Kromex Corp. 1463 
Harville Rose Service 1816 L 
Harwood Co. 313 LaBelle Silver Co. Inc. 972 
Hasty Bake Mfg. Co. Inc. 1839 Lafayette Brass Mfg. Co. Inc. 980 
Heat Controller, Inc. 2812 Lafayette Products Co. 327 
Heller Hostess Ware 1310 Laitner Brush Co. ? 1715 
Heller and Sons, Inc., Morris 1616 Lambert, Inc. 2082 


ELECTRICAL MERCHANDISING WEEK 














How do you get to McCormick Place? The cen- 
ter is at 23rd.Street and South Lake Shore 
Drive. You could drive there (assuming, of 
course, you have a car) by following Lake 
Shore Drive south to the 23rd Street turnoff. 

Most likely, though, you’ll be taking a cab 
or one of NHMA’s shuttle buses. 

It’s a $1.60 cab haul from most Loop hotels, 
$2 or so from hotels on the near North Side 
(and don’t forget to add another 20¢ for each 
additional passenger). 

Cabs pull into a ground level tunnel, dis- 
charge their riders right into the building. This 
sounds fast enough, except that traffic at Mc- 
Cormick Place is one of those bugs which must 
be worked out. “I still get lost going there,” a 
Chicago cabbie moans. And Lake Shore Drive 
traffic ties itself in knots during morning and 
evening rush hours and on weekends. 

You can take a cab, but allow yourself a 
little extra time. It’s normally a 10-15 minute 
trip from the Loop. But during rush periods, 
that 10-15 minutes can stretch out to a half 
hour or more. 


NHMA again will provide free bus service be- 
tween the exhibit and major hotels. Buses will 


A Real Old-Timer At New McCormick Place 


run to McCormick Place from 8 to 10:30 a.m. 
each show day, returning from 3:30 till 6 p.m. 

The Chicago Transit Authority will take you 
to McCormick Place for just a quarter. Grab a 
southbound “B” train at any State Street sub- 
way station. Get off at Cermak Road and trans- 
fer to an eastbound bus. They all go right to 
the front door and the trip will take about 
30 minutes. 

McCormick Place is just a few hundred feet 
from Meigs Field, Chicago’s lakefront airport, 
though they are separated by a yacht harbor. 
If you’re lucky enough to fly your own plane, 
you can land at Meigs, a five-minute cab ride 

way. 

Or you can catch a helicopter at either Mid- 
way or O’Hare which will take you right to 
Meigs. 


Once you’re in McCormick Place, you can de- 
posit your coat at any of four check rooms, ride 
an escolator up one flight and start shopping. 
Don’t let the size of the exhibition area panic 
you. Best bet is to spend a few minutes studying 
your show map. Then start up and down the 
aisles, stopping to visit your favorites along 
the way. And don’t forget there are another 





200 exhibitors down on the ground floor. 

The rest is just routine. Wear comfortable 
shoes, sit whenever you can and plan your steps 
in advance. The hall is air conditioned, a fea- 
ture which buyers at next July’s Summer 
Housewares Show are more likely to appreciate. 


Eating is no_problem. Both the cafeteria and the 
restaurant will be open for business this week 
and the food is reported to be pretty good. If 
you’re really in a hurry, you’ll find two stand- 
up snack bars on the exhibition floor. 

If you can, though, take a few minutes and 
go downstairs. There are soft chairs and—un- 
like Navy Pier—there’s even a bar in the res- 
taurant. 

And a final note. Rest rooms are liberally 
scattered throughout McCormick Place. You'll 
find at least one at every stairway. 

After the show you certainly will want to 
see a bit of nighttime Chicago. Last week’s 
issue of EM Week carried a pretty full—and 
still valid—list of where to go and what to do. 

For more up-to-the-minute information, 
check the entertainment pages of any of Chi- 
cago’s four newspapers, or pick up a copy of 
“This Week In Chicago” at your hotel: 











EXHIBITOR BOOTH NO. EXHIBITOR BOOTH NO. EXHIBITOR BOOTH NO. EXHIBITOR BOOTH NO. EXHIBITOR BOOTH NO. 
Laminet Cover Co. 2074 Meyer & Sons, Inc., W. F. ..210 Plymouth Tole Co. ; vase 103 Seal Sac., Inc. j ; 775 Tri-State Plastic Molding Co. 527 
Landers, Frary & Clark _. 993 Milbern Creations, Inc. 1618 Poloron Products, Inc. 1432 Seiberling Latex Products - 2836 Troy Industries, Inc. 2056 
Landers Products Division ; 1003 Miller Studio, Inc. B8I Pomerantz, Inc., Julie 642 Select Wares, Inc. .... 2175 Tubular Industries, Inc. _..... ...2205 
Langner Mfg. Co. , 2058 Mirra Cote Industries _.. 2827 Portable Electric Tools, Inc. .1500 Selectronair, Inc. . 2614 Tucker Products Corp. 2721 
La Pointe Industries, Inc. Mirro Aluminum Co. . 821 Postley, inc. John E. ...641 Selfix Products Co. 1304 Tuco Work Shops. Inc 1369 
Howard Housewares Div. 1258 Mission Sanitary Seat Co. 2727 Precision Products, Inc. 2780 Sessions Clock Co. _.. 944 Turner & Seymour Mfg. Co. gis 
Lasko Metal Prod. tainsistetsncolncdagh an Modern Carpet Sweeper Co. Inc. 1224 Precision Ware Div., Foster Grant Seth Thomas Clocks 737 U 
ee eee ee 2803 Monarch Cabinet Corp. 104 Co., Inc. . 2139 Seymour Mfg. Co. ..... ....B87 U. S. Caster Cup Corp. ....0.......2127 
Lawnmaster _. Fi GiciscalE pices aes Monarch Plastics Co. inc. _.... B90 Premier Mfg. ‘Co. Inc... 814 Seymour Tool & Engr. Co. Inc. . 940 U. S$. Cocoa Mat Corp. Ald 
Lawson Co., F. a eala ae | Monochron Corp. 1842 Pressing Supply Co. .. 573 Shawnee Potteries 511 U S. Metal-Plastics, Inc. . af A92 
Lee Rubber & Tire Corp. 2725 Mouli Mfg. Corp. we 1568 Prestige Hardware — 2178 Shelfmaker Products Corp. - 2713 Ullman Co. 1604 
Lehman Brothers Silverware Corp. ..1013 Mr. Bartender Products, Inc. D33 Prest-Wheel, Inc. 2168 Shelton-Ware, Inc. e B66 Umstead Mfg. Co. 774 
Leiner & Co., — _ RE ERE ..860 Munsey Products, Inc. : A76 Pretty Products, Inc. 121 Sheridan Silver Co., Inc. .... 140 Union Carbide Consumer Products = 
Leipzig Co., A. 209 Murphy-Phoenix ag 371 Prizer-Ware, Textile Machine Sherman Mfg. Co., H. B. . 2615 Union Steel Products Co. 185 
Representing: R. H. Lyons Co. Mustang Mfg jae Works _... 333 Sherwin-Williams Co. nine United Plastic Corp. 1712 
Leipzig & Lippe, Inc. 1246 Mystik Adhesive “Products, O00. 52.1.2 ee Proctor Paint & Varnish Co., Inc. 2804 Shetland Home Care Institute 934 United States Electric Mfg. Corp. 577 
Representing: West River Basket Corp. Proctor-Silex ~asiegin : 168 Shield Corp ae 1026 United States Stamping Co. . 865 
Lenox Plastics, Inc. _. 7u N. F.C. bilicsicting Co. A8é Progressus Co. 1202 Shwayder Brothers, inc. 1865 United Wire Goods Mig. Co . Inc. 1458 
Lerner, Inc., Stuart M. 2001 Nappe Smith Mfg. Co. 1507 Prolon Plastics Div., — Electric Div., “ne: Universal Producing Co. Bil 
Levitz, Harry eka me wEE _..... 1386 Nassau Sponge Co. . 1378 Pro-phy-lac-tic Brush Co. 342 eeley Corp. __.. A Wig Utica Cutlery Co. / 743 
Representing: National Blenders - B94 Protex Products Corp. 2603 Silver Chamberlin Co. 1667 
Eastern Frame & Mirror Corp., National Brush Co. 6 950 Puritan Cordage Mills, Inc. 2823 Sinclair Industries, Inc. 164 bo a7 cond A ecentasye Inc. Kates B25 
Harle Specialty Co. Inc., National Engineering & Mfg. “Co. 808 Puritan Fireplace Furnishings 1382 Skainy Basket Co. Inc., L. 408 Mee ey 27 
General Wood Products Co. National Food Slicing Machine Co.....806 Puritron Corp. wan 323 Slumberest Co 2715 Vaughan Mig. _ Sesion CAPERS 
Levy Sons, |. : 594 National Potteries 1516 Smith Co. Inc., J. H. ch Ol Vermillion Co. Inc. jah 528 
Lewis Research Laboratories, Inc.......BI7 National Presto Industries, Inc. 620 uaker Industries, Inc. (Wisc.) 763 _ Snyder Mfg Co. bad 2167 Vernco Corp. i A72 
Lewis Steel Products Corp. 579 National Products, Inc. 125 uaker Industries, Inc. (N. Y.) B76 Social Supper, Inc. WW... 2199 Victor Sredecis ‘Corp. 1567 
Leyse Aluminum Co. 369 National Sanitary Products Corp. . 2304 uality Molding Co. . 744 Son-Chief Electrics, Inc. ; 1012 Victory Mfg. Corp x 1038 
Libbey Glass Div., National Silver Co. 198 uality Products Mfg. Sa. 307 Southern Fabricators Corp. _A20 Viking Stainless Co. inc. ; 1620 
Owens-Illinois Glass Co. Alo Naxon Utilities Corp. 44) Queen Mfg. Co. inc. 1639 Space Maid, Inc. . ee Village Blacksmith Div. 
Lidco, Inc. . 2193 Nelson Machine & Mfg. Co. 1607 Queen Mfg. Corp. . 518 Spartan Electric Radiator Corp. -......2048 General Metals Corp. coven ABO 
Lifetime Cutlery Corp. ..... . 925 Nesco Industries, Inc. 837 nO GI on ot a 706 Vining Broom Co. Inc. . 4. .2834 
Lincoin Mfg. Co. Inc. mea * Nevco Wood Products Co. Inc. 1707 Reber Wie Coote 1543 Spaulding taduatvioa. ee Aéi Vivitex Corp. 142 
Lincoln Metal Products Corp. 584 New England Mop Co. 315 Ram Tool Corp. . 2329 Special Products . ake ..1826 Vogue Mfg. Co. Inc. oS 221 
Lisk-Savory Corp. New York Lumber & Panel Co. Inc... A57 Ransburg Co. Inc., Harper J. 1440 Specialty Products Div., Volirath Co. sei 585 
(See United States Stamping) New York Standard Mfg. Co. Inc.....1243 Raymac Cabinet Co. Inc. 1315 OS Ee 2170 Voos -Co. ....... ue Bidet ee 
Litho Metal Products Co. 975 Nicro Steel Products Co., Redmon Sons & se w.c 782 Speco Predecka: Div. Specialty w 
Loeb, Inc., Ben S. 1018 Div. Cory Corp. : 1431 Reed & Co., J. V. 311 Sheet Metal . Sees Waco Products, Inc. : . As 
Representing: Hobson & Botts Co., Norris-Thermador Corp. 148 Reefer- Galler, ac. . 2825 Sparti Faraday, ‘Inc. ..1603 Wagner Mfg. Co, E. R. 1408 
Webster Basket Co. North American Plastics Co. ...2507 Regal Specialty Mfg. Co. 548 Spico Industries 2619 Wagner Mfg. Co. 1447 
Martin Stove & Rang Northern Electric Co. 1134 Regal Ware, Inc. 1266 Spiegei Hanger Co., J. 2766 Wahl Clipper Corp. 2606 
Star-A Electric Mig ae. Inc. Northern Industrial Chemical Co. Regent-Sheffield Te A A 519 Sprayway, Inc. . 2428 Wallace Products, Inc. AB 
Loma Industries, Inc. _. 100 Inc. 2003 Regina Corp. 1393 Springfield Instrument Co. ‘Inc. 2183 Wallace Silversmiths, Inc. 1820 
Lorch & Co. Inc., ig hes 346 Northland Aluminum Products Aé2 Re-Ly-On Metal Products, sea 2434 Stainless Ware Co. of America 127 Wallkill Machine Works, Inc. A22 
Loroman Co. Inc. 1413 Northrup, King & Co. 2767 Renuzit Home Products 977 Standard Can Corp. : A73 Waring Products Corp. 960 
Louisville Fireplace Corp. nv A85 Northwest Plastics, Inc. 2824 Reo Products Mfg. Cae. 2768 Stanley Electric Tools Div., Washburn Co. (Androck Products) 1184 
Lux Clock Mfg. Co. Inc. _.. wesesos 523 Norwood Industries 2306 Republic Molding Corp. 1664 Stanley Works 2759 Washington Forge, Inc. 951 
Lynwood Laboratories, Inc. covseevene ch bO4 Notion Accessories Mfrs. Inc. 2053 Revere Copper & Brass, Inc., Stanley-Judd, Div. of Stanley Washington Stee! Products, Inc. ...1380 
M Novel Products, Inc. . AM’ Rome Mfg. Co. Div. _..... 1653 orks i 2755 Watertown Mfg. Co 17% 
Maggie Magnetic, Inc. 914 Nu-Color Corp. of America A58 Rhodes, Inc., M. H. ..1322 Stanley-Oliver Mfg. Co. _. 1262 Watt Pottery Co. A2l 
Magic Iron Cement Co. Inc. 2115 Nu-Dell Plastics canal B32 Rich, Inc., Howard B. 156 Star Brush Mfg. Co. Inc. 2800 Wear-Ever Aluminum, Inc. 781 
Magicolor Co. _.. ; 234 Nylonge Corp. 339 Richbilt Mfa _ | Tht Ee 1305 Stellad Products, Inc. A7 Weber-Stephen Products Co. 1100 
Magic Hostess Corp. ‘ 804 Richmond Cedar Works whan Stern Co., A. W. San Wecolite Co. Inc. ‘ pe 
Magla Products 722 O-Cedar 600 Om. 306 Representing: Peerless Products Weinman Brothers, Inc. . Ma . 1701 
Magnolia Products, Inc. A26 O-Celo-General Mills, Inc. 1150 Ritzenthaler, “John 1534 Stetson China Co. _..... 1596 Weiss & Klau 402 
Majestic Silver Co. 546 Ohio Thermometer Co. A8 Rival Mfg. Co 794 Stix Products, Inc. 146 Welby Corp. 2782 
Major.Industries, Inc. 2770 Oneida Silversmiths 1508 Roberton Mfg. Co. (Div. Fox- Stratton & Terstegge Co. Inc. 316 Wellingware, Inc. oes 2007 
Major Slicing Machine Corp. 1214 Ontario Knife Co. 2723 Howard Corp.) A23 Stor-All gg B44 Welmaid Products, Inc. 1066 
Mallory Plastics Co. . 2763 Orman Industries, Inc. 352 Roberts Colonial House, Inc. 312 Structo Mf 2217 Wen Products, Inc. ig 2181 
Malloy Co., Dan 2326 Osrow Products Co. Inc. 911 Robeson Cutlery Co. Inc. 772 Sunbeam Dog 1274 Werner Co. Inc., R. D. ‘ ..... 1504 
Mandeville & King Co. 1627 Oster Mfg. Co., John 1370 Robeson Rochester Corp. 1128 Sunburst Mfg. Co. 2761 Wessel Hardware Corp. 2605 
Manning-Bowman Div., Ox Fibre Brush Co. Inc. 551 Robinson Knife Co. of Springville, Sunlite Corp. West Bend Aluminum Co. 1017 
McGraw-Edison Co. 1054 Oxwall Tool Co. ~~ 2414 St 1154 Superama Mfg. Co. 2429 Westchester Brickote Prod. Co. Inc....872 
Mardigian Corp., Buckeye Div. 1032 Robinson Sponge Co. Inc. 399 Superior Electric Products Corp. 1242 Westclox, Div. General Time 
Markel Electric Products, Inc. 524 P. B. R. Mfg. Co. 107 Robin Wood bogs Co. 2105 Superior Plastics, inc. 927 Corp. 733 
Marlun Mfg. Co. Inc. 1167 Pacific Mills Industrial Fabrics & Rogers Co., B93 Superior Rubber Products Co. Al Western Newell Mfg. Co. 2511 
Marnet Products Co. Inc. 2826 Wamsutta Rogers Plashice Corp., A.C. Supreme Cutlery Corp. 2009 Westinghouse Electric Corp. 875 
Marsh Industries 2013 Pacific Mills Domestic Divs. Martinelli ; 1145 Supreme Products Corp., Westinghouse Electric Corp., 
Marshallan Mfg. Co. 383 M. Lowenstein & Sons, Inc. 2041 Rona Plastic Corp. 1586 Div. A.S.R. Prods. 166 Dinnerware Dept. Aé3 
Martin Rubber Co. Inc. 343 Palace Metal Products, Inc. 514 Ronson Corp. 1724 Swing-A-Way Mfg. Co. 1058 Westland Plastics, Inc. 2149 
Martin Stamping & Stove Co. 2822 Pal Novelty Co. Inc. 2195 Rosenberg Bros & Co. 1593 Sycamore Mfg. Co. B77 Wheeling Corrugating Co. 1231 
Marvel Lamp Co. 2832 Pantry Queen Products 584 Roto-Broil Corp. of America 1306 Sylvan Ceramics 2156 White Metal Rolling & 
Marvel Metal one oe. 2403 Para Mfg. Co. 1022 Royal Chrome Housewares, Inc. 1267 Synthetic Fabrics, Inc. As! Stamping Corp. B83 
Marvin Mfg. Co., W. 420 Parker-Gaines, Div., Tex Machine Royal Dru, Inc. 2777 Syracuse Ornamental Co. Inc. 2086 White Studios 171 
Master a B58 Co. % Ee ..720 Royal-Pacific Co. Inc. A77 Whitmor Mfg. Co. 2152 
Mastercrafters Clock & Radio Co....1149 Parker Metal Decorating Co. 861 Royal Rubber & Mfg. Co. 1800 Talbot Co., H. 2722 Whittier Line 2607 
Mastercraft Unpainted Furniture 641 Party-Q Corp. 1703 Rubbermaid, Inc. 84! Taylor Instrument Cos. sil Wickford Products, Inc. 1122 
Master Mfg. Co 1565 Parvin Mfg. Co. A27 Rubon, Incorporated 1589 Tel-Tru Mfg. Co., Sub. Williams Cutlery, Inc. 1112 
Master Metal Products, Inc. 1047 Patent Novelty Co. 836 Ru-Son Products Co. 2602 Germanow-Simon 422 Wilmart Products Corp. 118 
Mastur Mfg. Co 1418 Paulben Industries, Inc. 2608 Russell Metal Mfg. Corp. 2806 Texas Feathers, Inc. Al3 Wilshire Mfg. Co. 372 
Mayer Co. Inc., William F. 966 Pearl-Wick Corp. 593 Rustic Crafts Co. Inc. 1615 Textile Mills Co. 1426 Wilson Specialties Co. Inc. 138 
Mayfair Seats B89 Peerless Mfg. Div. of Dover Corp. 979 Ss Thatcher Glass Mfg. Co. Inc. 1194 Wisconsin Aluminum Foundry 
Maynard Mfg. Co. 362 Penetray Corp 2154 Sabin Mfg. Co. Inc. 2043 Thermometer Corp. of America 415 Co. Inc. 423 
Maywood Furniture Co. 907 Pennant Div., "have industrial Corp. 1734 Safeguard Corp. 1110 Therm-O-Ware Electric Corp. 2111 Wiss & Sons Co., J. 1547 
Mechanical Mirror Works, Inc. 1784 Peoria Metal Specialty Co. 625 Salmanson & Co. Inc. 300 Thermwell Prod. Co. Inc. 2197 Wolf Mfg. Co. e A7? 
Mehi Mfg. Co., Perleide, Sub. O. Eid’nger Mfg. Co...1556 Salton Mfg. Co. Inc. 1352 Thomas Lawn-Lite Co. Inc. 1713 Wolfcrest Products A43 
Div. Sydney Thomas Corp. 373 Peterboro Basket Co. 1513 Samson United of New York 1312 Thompson Fad George S. 211 Wolfe, Harry M. 2831 
Meiard Mfg. Corp. AY Pfaltzgraff Pottery 874 Sandusky Metal Products, Inc. B47 Thurnauer Co. Inc., M. 1245 Wolfe Products Co. 105 
Melcor, Inc. 906 Pilgrim Products Div., Sani-Wax Co. 215 Tip Top Brush Co. Inc. 403 Wolff Products Co 576 
Mell-Hoffmann Mfg. Co. 1654 Webster Ind. Inc. 2408 Sanjo Utility Mfg. Co. Inc. 122 Titan Mfg. Co. inc. 1536 Wolverine Household Products, 
Melnor Industries, Inc. 1116 Pioneer Rubber Co. 2163 Schiller & Asmus, Inc. 1831 Toastmaster Div., McGraw-Edison Inc. . . A990 
Merit Creations, Inc. 727 Planet Mfg. Corp. 2158 Representing: Leeds of California, Co. 1253 Woodhill Chemical Sales Corp. 2040 
Merit Enterprises, Inc. 928 Plasbond Corp. 2503 Ohio Scroll & Lumber Co., Toastswell Co. 133 Woodpecker Woodware 179 
Merrymaid Plastics Corp. 367 Plas-Tex Corp. (See Cal-Dak Co.) Woodcroftery Shops, Inc., Graff Toledo Guild Produé?s, Inc. 1580 Worcester Felt Pad Corp. even lO 
Metalaire Products Div., Plastic Metal Mfg. Co 1407 Electronics Transparent Specialties Corp. 175 Worldsbest Industries, Inc. 1201 
McGraw-Edison Co. 1263 Plastics seanenene’ industries 1106 Schlueter Mfg. Co. 1394 Treasure Craft 2730 Wright Mfg. Co. B7 
Metalcraft Mfg. Corp. 839 Plastics Mfg. Co 115 Schroeder & Tremayne, Inc. 1594 Treasure Isle Products Corp. 2328 Zz 
Metal Products Mfg. Co. Alé Plasti-Kote, Inc. 1780 Scientific Silver Service Corp. 1124 Triangle Mfg. Co. Inc. 2080 Zachman & Co. : 434 
Metal Ware Corp. 547 Plastray Corp. 568 Scio Pottery Co. 2508 Tricolator Mfg. Co. 954 Zeen Chemical Corp. 1401 
Metro Molding Corp. 2424 Plaut & Lederman (TriHome Div. Ero Scranton Aluminum Mfg Co. 2162 Tri-M, Inc. ....B88 Zenith Metal Products Co. 1770 
Meyer of California, Fred 1141 Mfg.) 4 Seaboard Seed Co. 2805 Trio Mills Mfg. Corp. 1812 Zim Mfg. Co. ine 435 
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What’s in it for me? if you’re in any part of this business, and it’s EM 
Week you're talking about, there’s a wonderful lot in it for you. All the important 
news of the week, served up fresh on your desk every Monday morning ...and not just 
the bare-bone faets, but what they mean to you. Special depth reports to help you run 
your business better, digging into such topics as stereo/hi-fi, Japarese imports, the 
possibilities of government action. Exclusive stories. Merchandising ideas. Meaningful 
statistics. News about people. Humor. You’ll find them every Monday in EM Week — 
bought and read by more appliance —radio—TV— housewares Pros than any other 
publication! 
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over-all diag. mea 


Sh fom MOTOROLA... 


| All this set to sell 


for only §|6 


... plus the reliability backed by a full year guarantee!” 


19° 


ng area 


screen 


New Motorola Picture Frame 
Tube is up to 10 times more 
reliable than picture tubes 
without intrusion gun system 

. and new square corner 
design lets you see more of 


the picture. 


Hand-wired 


chassis 


19,000 Volts of Picture Power 
in the new completely hand- 
wired horizontal Golden “M”’ 
4 aT: 1-1) am OX ele) Mol el-1e-1thare Mmat- tS 
3 1.F. stages of amplification 
(not just 2) for sharp, stable 
pictures. 


Power 


transformer 


Specially designed “fins” pro- 
Wilet-m-) @ag-Rerele}iiaten-ta-1- PEC iacro han 
Taleag-y-t-1-1¢ Mi al-t- ane E-]0]-16-y- i pare le 
power transformer lasts far 
longer than transformers of 
comparable size without this 
design. 


95° 


MODEL 19T11CH (SHOWN) 


Full-year 
guarantee 


in writing. **Manufacturer's 
one year guarantee covers free 
exchange of any new compo- 
nent or repair of any tube or 
part proven defective in nor- 
mal use. Arranged by selling 
dealer. Labor extra. 








Motorola leadership 
gives you all this— 
plus: 

















Double Clipper Circuitry. Used up to now in 
only the most expensive TV, it’s in these new 
19” values to assure superb picture quality. 


New Golden “M''® Tuner with Frame Grid 
Tube has the extra amplifying power needed 
for bright, sharp pictures. 


Premium Rated Tubes are made to rigid 
Motorola standards up to 100% higher than 
EIA ratings (the standard of the industry). 


RL ce FT EI a i 








Deluxe 19” Compact TV (at right) with flat 
strap handle, Magic Mast® antenna. Char- 
coal color on metal, with Antique White 
front. Model 19T11CH. 











ALSO AVAILABLE AT $17995* 
Two new models with Tube Sentry® Protection 
Green Olive color on metal. Model 19T12-1 


» Sky Blue color on metal, Model 19T12-2. 
Both with Gold color fronts. 





4 
f 
4 
y 
} 
* 


Call your Motorola Distributor about these and other new 19” TV values—today! 


© MOTOROLA 


how (eadon in the, Evel, art of, Cct20nics 














*Manufacturer's suggested Zone 1 retail price 
Prices and specifications subject to change without notice. 
| Available in UHF, slightly higher. 
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New Electric 


Makes Home 


. for California home economists 
working for Sacramento Municipal 
Utility District (SMUD). 


Home calls were a problem to this 
utility for three reasons: 

e Cost—Each home call, by a staff 
economist figured out to be $20. 











Living Center 


Calls Passé... 


Also, auditorium space was need- 
ed to give distributors a place to 
show new lines to area dealers. 


SMUD’s solution was a $200,000 
electric living center, voted into ef- 
fect by a board of directors elected 
by the utility’s 138,000 customers. 






















e Efficiency—A SMUD economist 


. . e " ees Ce ed 
cculd make, at the most, only five Success was immediate. Opened in Pett tics. SSS S Se 


home service calls a day. 


e Scope of program—personnel hit a peak of 3.1 meetings a day. 
became so tied up with calls that ~—- range goal was 2.2, but... 


mass promotion of “Live Better 
Electrically” began to suffer. 


the spring of 1960, the center soon Eo = 


aioe 


. . . Publicity given to this new $4.5 million seiltiy building ieeaghit quick success. 












Model 2227 
22” SELF-PROPELLED 

DELUXE ROTARY 

Two-speed transmission - Hinged-tip deflector 
blade with 100% crankshaft guarantee - New 
wind-up starter - Safety starter release on 
handle - Fingertip Choke-o-Matic throttle 
« Fingertip clutch ~-All-enclosed front wheel 
drive - Reinforced all-steel ‘‘armor plate’’ 
frame - Quick cutting height adjustments 
PLUS many more outstanding features 


‘CERTIFIED. 











DO YOU CARRY THE RIGHT LINE OF POWER MOWERS? 


Certified 


A Complete Line of Quality ROTARIES 


designed, priced 
and promoted for the 
major appliance market 


Mode! 2115 
21” DELUXE REEL-TYPE 


New wind-up starter - Safety starter release 
on handle - Fingertip Choke-o-Matic throttle 
+ Fingertip clutch - All-steel ‘‘box-type’’ con- 
struction + Trouble-free chain and V-belt drive 
« Positive cutting height adjustments - Aus- 
tempered steel cutting blades 

PLUS many more outstanding features 
















A Complete Line of Quality REELS 


_ONE SOURCE FOR ALL LAWN NEEDS 


Contact your Certified jobber or 
mail coupon below for full details 
- of the famous CertiFIVE Profit Pian! 


' 2725 Second Ave. « Des Moines 13, lowa 
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“All utilities will come to this mass 
approach—the handwriting is on 
the wall. We’re getting inquiries 
about our electric living center from 
all around the country,” Robert A. 
Moore, supervisor of residential 
sales for SMUD, told EM Week. 





There’s Plenty Of Room 


For Appliance Demos Here 


And there had to be, because SMUD 
has cut out all home calls except 
when an appliance purchaser tells 
a dealer that she is so dissatisfied 
with an item that she wishes it 
taken back to the store. 












A large model kitchen, shown above, 
is complete with the latest appli- 
ances from several manufacturers. 
Demonstration kitchen like this is 
better than home calls, says SMUD, 
because home economists have un- 
divided attention of visitors. No 
children or phones to interrupt. 
Also, the kitchen draws home- 
makers not only from among SMUD 
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The whole first floor (3,100 sq. ft.) 
of the new building is devoted to 
residential customer service (two 
auditoriums and a huge demonstra- 
tion kitchen). The upper floors and 
the wing contain office space and 
additional meeting rooms. The large 
auditorium seats 175, is used for 
dealer-distributor meetings. 


also from homes 


but 
now using gas for a “Live Better 


customers, 


Electrically” pitch. 

A cozy auditorium, shown below, 
adjoins the kitchen and seats small 
classes for the personal touch in 
mass instruction. Mobile demonstra- 
} tion carts with overhead mirrors 
. wheel on the stage which is fur- 
nished with plumbing and power 
outlets. 

A larger auditorium across the 
hall is also fitted for appliance 
demonstration. Dealers in the area 
are encouraged to use all facilities 
in the center to sponsor their own 
customer shows. 
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from the creators of 

































Electrifying News... 


Chilton WARE 


Great things are in store for you 


BUFFET FRY PAN 











With Stunning New Side Handle Concept! 


Compare — even with much higher priced pans — and you'll 
agree that this one is a real pace-setter... 


*BIG—roomy square design —full 1114” diameter. *COMPACT 
— smart side handles take less room on buffet or in storage than 
conventional long handle. Vertical probe heat control tucks under 
side handle. “HANDSOME — All the fine contemporary styling 
you’ve come to associate with the Chilton ware name. *PRAC- 
TICAL — Accurate, fully automatic control; 1150 watt sealed 
heating element; heavy gauge, even-heating aluminum; vented 
cover; cool, black plastic feet; cord and recipe instruction book 
included. 


No. 2298-5 / Size 1114-Inch 
Packed 1 Each / Weight 6 Lbs. 
PROMOTIONALLY PRICED 


ALUMINUM 


, 


ESPECIALLY from SPECIALTY... 





MANITOWOC, WISCONSIN 


SPECIALTY 





. .- And here’s the floor-plan of the new LBE center .. . 


Refrigerators: Frigidaire (1), Gib- 
son (2), Hotpoint (3). 
Freezers: Frigidaire 
(5), Hotpoint (6). 
Ranges: Frigidaire double-oven 
built-in (7), Tappan electronic 
oven (8), RCA Whirlpool 30-inch 
free standing (9), G-E double-oven 
built-in (10), Hotpoint surface 
units (11), Frigidaire surface (12), 
G-E surface in demo cart (13). 
Laundry: Frigidaire washer (14), 
Frigidaire dryer (15), Philco combo 
washer-dryer (16). 

Dishwashers: G-E built-in (17) and 
portable (18), Frigidaire (19). 

In addition: Garbage disposers in 
all sinks (A), Cory electronic cof- 
fee maker (B), demonsiration carts 
with overhead mirrors (C). 


(4), Gibson 
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MIDWEST .. . ST. PAUL, MINN.— 


Although they weren’t baldly 
pessimistic, St. Paul television 
and appliance dealers weren’t 
looking for any boom in 1961. 
Generally, 1960 was about on a 
level with 1959—up a little for 
some dealers and down for 
others. A few, however, re- 


Pessimism about the future? Dealers didn’t show 
much. But the emphasis was on better and harder 
selling methods during the winter and the spring. 





the past year as compared with 
the preceding 12 months. 

“On the whole, things haven’t 
been too bad,” said Arvid Ed- 
blom, sales manager of McGow- 
an TV, Appliance and Radio. 
“December was about 5% above 
the same month a year ago, and 
1960 generally was a bit above 


Radio-phonograph, stereo and 
TV sales were improved some- 
what over 1959, he said, with 
Magnavox, RCA and Zenith 
topping the list. “Improvement 
in sales of these items has been 
progressive the past several 
years,” he said. “But white 
goods have been down. We at- 
tribute much of this to discount 
house competition, remember- 
ing, however, that our adver- 
tising has been pretty much 
concentrated on our best sell- 
ers.” 

Gordon Watson, manager of 
Watson Appliance and Television 
Co., said 1960 had bee: a little 
slower than 1959, but Christmas 
was “steady—about the same as 
Christmas, 1959.” Stereo was 
the leader through the past year 


SOUTH .. 





. MIAMI—Most appli- 
ance dealers, shaken and suffer- 
ing from a year’s slump in busi- 
ness, began 1961 with a “back 
to work” attitude. 

“When I get a customer in 
front of me this year, I’m going 
to close by covering the hinges, 
the nut, the bolt, everything,” 
growled Bill Dennis of Allapat- 
tah Firestone. 

Door-to-door selling, particu- 
larly in older neighborhoods 
that offer. possible replacement 
business, was being planned by 
salesman Ed Gunther of Redel, 
Coral Gables. 

Mrs. Katheryn Yeazel of Con- 
sumers’ Purchasing Mart will 
promote more heavily to bring 
in traffic. Like many dealers, 
she said that the past year sep- 


ported sharp declines during 1959.” and especially at Christmas. 





dealers 
ristfius Who demand 
means the biggest 
profits 
turn to 
KitchenAid 





women . 
who demand 
the finest 
have 
KitchenAid 
in mind 








er slowdowns—just perfect 
blending, consistent results. 
No ingredient spraying due 
to excess stirring speed, 
either. Every wanted sell- 
ing feature included. 


KITCHENAID 
MIXER 
—also larger 4- and 
5-qt. counter models 
—all with exclusive 
"round-the-bowl 
mixing action right 
p to the bowl edge. 
Complete food pre- 
parers—attach- 
ments chop, shred, 
slice, juice, even 
open cans. Demon- 
strate it and you'll 
SELL it! 





























COFFEE MILL 
—the fresher, finer flavor 
of real bean-coffee, custom- 
ground electrically. More 
delicious cups per pound 
(more sales volume, too). 


KitchenAid Electric Housewares Div., 
The Hobart Manufacturing Co., 
Dept. KEM, Troy, Ohio. 
in Canada: 175 George St., Toronto 2. 


‘ 





SEE THE COMPLETE KitchemAidd HOUSEWARES LINE AT THE ELECTRIC HOUSEWARES SHOW 
BOOTHS 759 AND 761. 





arated the men from the boys, 
giving retailers the talking point 
that price isn’t everything. 


SOUTHWEST... DALLAS—“Who 
can complain when you’ve got 
slightly less than the best?’ 
asked Jack Meletio, Meletio 
Electric Supply Co., who be- 
lieves 1961 “‘won’t be a record- 
breaker, but that’s nothing to 
get excited about.” 

According to the University of 
Texas Bureau of Business Re- 
search, November sales of house- 
hold appliances here declined 
39%, compared to the preced- 
ing year. “After that, there’s no 
way for us to go but up,” com- 
mented Elton Schackman, 
Schackman Appliance Co. 

Schackman was “still in a 
dither over promotions,” but he 
expected color TV to be a big 
drawing card in the year to 
come. He said, “I think business 
will be great if dealers will 
stick with color, promote it 
properly and stop footballing it.” 

Another dealer, who called 
the outlook “rosy” for color 
TV, is Mack Hill, general man- 
ager of the four J. G. Boyd 
shops. He described it as “a 
market without saturation that’s 
coming into its own.” 


WEST . . . PHOENIX, ARIZ.—De- 
pending upon who you are and 
what you sell, the sales com- 
ment at Phoenix as the new 
year began varied from “worst 
Christmas we ever had,” to “‘it 
wasn’t as disappointing as we 
expected.” 

Sales generally were down. 
“It wasn’t a boomer—but it 
wasn’t a dud, either’? explained 
Dick Ruecker of the Appliance 
Merchandisers Assn. 

Refrigerators and other big 
items were weakest, possibly 
reflecting the construction 
downturn which has idled 6,000 
area workers and contributed 
to the diminishing volume. 

Big hi-fi and electronics sold 
well. Leo Middleton’s City Ra- 
dio stereo center reported rec- 
ord-busting sales, the outlet 
selling more stereo during the 
Christmas period than all five 
City outlets sold the previous 
year. 

On the other side of the med- 
al, Mort Brayer, one of the city’s 
volume dealers, squawked, 
“Never had a worse Christmas. 
A final spurt brought volume 
up, but not to expectations. No- 
body anticipated a big Christ- 
mas. All items are down be- 
cause of saturation and greater 
competition.” 
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Sylvania ‘drops in” 
3 new Reflection-Free TV’s 




















...tO give you today’s only full line of Reflection-Free TV 





Just in—and just great! With these three new beauties 
added to the Sylvania TV line, you’ve got Reflection- 
Free TV to please all your customers all the time. 19” 
7 and 23” models! Portables, table models, vertical and 
i horizontal consoles! Every popular furniture style, 
every popular finish at very popular prices! Get aboard 
j the high-flying Sylvania Reflection-Free TV line. 


Ask your distributor why dealers coast-to-coast rate 


SYLVANIA NO. 1 FOR PROFITS. 


NEW! Reflection-Free 23” Deluxe Console 23C43 (Diag. measure, 275 sq. in. 
viewing area) e ‘‘Satin finish’’ shatterproof safety screen ¢ Woodbiend 
HaloLight®—blends with the picture when set is on, blends with cabinet 
when set is off e« New Super Distance Tuner e Fine-Furniture finish to 
match mahogany, blonde or walnut. Hardwood top e« Swivel base. 


NEW! Refiection-Free 23” Slimline Console 23C40 (Diag. measure, 277 sq. in. 
viewing area) e ‘‘Satin finish’’ shatterproof safety screen ¢ New Super 
Distance Tuner e¢ Cabinet beautifully finished to match mahogany, blonde 
or walnut furniture. Hardwood top. Casters. 


NEW! Reflection-Free 19” Table Model 19111. (Diag. measure, 174 sq. in. 
viewing area) ¢ ‘Satin finish’ shatterproof safety screen « New Super Dis- 
tance Tuner—increases fringe-area picture-pulling power up to 45% e Com- 
pact Slimline cabinet finished to match mahogany, blonde or walnut furniture. 


Quality you can bank on in TV, Stereo High Fidelity and Radio. 


SYLVAN 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS 
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Ordinary TV reflects Sylvania TV gives you 


light from lamps, wia- a Reflection-Free pic- 
dows and floors. Can ture—so much clearer 
be difficult to watch. ond easier to see. 


Sy/vania Home Electronics Corp., Batavia, New York 
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Complete Dormeyer line of 
Power and Garden Too/s 


also on display 


SEE US 

AT THE CHICAGO HOUSEWARES SHOW 
FOR ALL THE FACTS! 

Booth Nos. 559-61-63-65 


Dormeyer 


gives you a 
spring selling 
program with 
teeth in it! 






Dormeyer 
“Pink Whisper” 
Electric Hair 

Dryer 





















Dormeyer 
“Spoutiless" 
Coffee-Maker 


a NEW PRODUCTS to put new life in appliance sales 
and get the new year off to a flaming start! 







* SPECIAL PROMOTIONS to introduce new 
products with a wallop and put new drive in estab- 






lished merchandise! 







BAKER’S DOZENS to automatically increase your 
profit potential! 







SPRING SELLING PLANS to create real customer 
excitement and generate sales—sales—sales! 
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special dealer introductory offer 
that will run through the end of 
March, the fry pan will retail at 
$22.95 complete with Control Mas- 
ter..Dealer cost will be about 26% 
less than normal during the intro- 
ductory period. . 

Presto will also offer dealers its 
portable oven with automatic elec- 
tric timer and Control Master and 
new steam iron with wash and wear 
settings for about 14% below nor- 
mal costs. The portable oven will 
retail at $37.40 (down from $47.45) 
through the promotion. 


John Oster Manufacturing Co. is 
offering dealers three special winter 
promotions on massagers, hair dry- 
ers and hair cutting sets. A dealer 
will get a free massager for every 
assortment of five massagers he 
buys and, by buying two Airjet hair 
dryers at the regular price, he’s en- 
titled to a special price on the $24.95 
folding model. 


The Regina Corp. has three new 
products at its booth: An Electrik- 
Mop and companion cleanser con- 
centrate; a new low-end addition 
to its polisher scrubber line; and an 
electric shoe polisher with bristle 
brush and buffer—the Electrik- 
Shoeboy. 

The Electrik-Mop scrubs and va- 
cuum-dries floors in one operation. 
Suggested retail is $42.95. 

In polisher-scrubbers, Regina has 
added a new low-end model that 
lists at $29.95. Prices step up from 
$29.95 to $59.95 in four steps. 

The new shoe polisher comes in 
two models—the ES-1 with single 
buffer retails at $22.95 and the ES- 
2, equipped with bristle brush and 
polisher, retails at $29.95. 


Roto-Broil Corp. has four specials 
at its booth. The Long Island com- 
pany is featuring an electric Valor 
can opener that can retail as low 
as $9.95, a Royal rotisserie at $19.95, 
a barbecue with motorized spit at 
$9.95, and a fan with roll-around 
stand at $19.95. 


Sunbeam is showing its new line of 
“pre-tested design’? clocks. The 
models featured at the Sunbeam 
booth include a decorative wall 
clock, the Townhouse, to retail at 
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ELECTRIC BROILER is being introduced by Mirro with a suggested list of $9.95. 


What To Look For At The Show 


$14.95 and $24.95 (cordless); an’ 


occasional clock with alarm, the 
Slimwood, to retail at $10.95 and 
$11.95; a French Provincial styled 
occasional alarm, the Villa, to re- 
‘tail at $22.95; and a choice of oval 
kitchen wall clocks, Kitchenettes, 
to retail at $4.95 and $6.50. 


West Bend Aluminum is celebrating 
its golden anniversary with three 
new appliances. An automatic stain- 
less steel coffeemaker with six- to 
10-cup capacity retails at $24.95 
with immersible controls, and a 12- 
to 30-cup unit retails at $39.95. 
Also new is a three-speed portable 
electric mixer with a $19.95 tag. 


Westinghouse has added two elec- 
tric greenhouses, portable window 
fans, air purifiers, a steam and dry 
iron, and a spray, steam and dry 
iron to its line for 1961. In addition, 
it has expanded its line of single 
brush polisher-scrubbers to four 
models. 

The portable electric greenhouses 
are designed for starting seeds, 
roots and plants under thermostat- 
ically controlled heat and humid- 
ity. The two models in the line 
will sell at $14.95 and $21.95. 

The Westinghouse polisher-scrub- 
ber line now includes four models 
that step up from $29.95 to $59.95 
in $10 increments. New are the VP- 
10 at $29.95, the VP-15 at $39.95, 
and the top-of-the-line VP-30 at 
$59.95. 

Three new _ portable window 
fans feature one-piece housing con- 
struction, lifetime lubrication and 
five-year guarantee. The fans will 
retail at $39.95, $49.95 and $59.95. 

Both the new spray, steam and 
dry iron at $22.95 and the steam 
and dry model at $18.95 are pack- 
aged with a heatproof wall rack 
and can be used with tap water. 


Wright Manufacturing Co. has ex- 
panded its portable home cooler 
line to six models; prices step from 
$29.95 to $89.95. 

New in the line is a cooler-puri- 
fier that deodorizes as well as cools 
the air, and an economy model spot 
cooler. The cooler-purifier (AP- 
1300) retails at $49.95, and the 
economy cooler at $29.95. 











CHANGE HORSES 
IN MID STREAM 


There’s nothing wrong with changing horses— 
if you pick a better horse. And there’s nothing 
wrong with changing your room air conditioner 
line-up—if you get a better deal. If you’re 
riding along with last year’s lines simply be- 
cause you haven’t seen anything better . . . then 
you haven’t seen what’s new in the Chrysler 
stable for 61: An all-new feature-packed line. 
A new sales incentive program. A super-fast 
mounting kit. And many, many more! In- 
terested in the details? Call your Chrysler 
Distributor on January 30—you’ll be glad 
you waited: © 


AIRTEMP 


Chrysler Corporation, Airtemp Division, Dept. BH-11, 1600 Webster, Dayton 4, Ohio 











COMING TUESDAY, FEB. 7— 


The National Electric Week 
Supplement in 
the CHICAGO TRIBUNE 


SPONSORED AND SUPPORTED BY THE 
ELECTRIC ASSOCIATION, CHICAGO 


Here’s a high voltage promotion opportunity for you in 
Chicago. National Electric Week always makes big news in 
this market. The mainstay of this year’s event will be your 
own industry supplement in the Chicago Tribune. 

Homeowners or businessmen, the Tribune reaches more 
of the people you want to sell. This multi-page supplement 
will impress your best prospects with the growing impor- 
tance of electricity and its many new and exciting uses. 

You can take an active part in this industry-wide program 
while boosting sales of your own products and services. Plan 
to be represented in this outstanding supplement. Call your 
Tribune representative today. 


Closing date: Wednesday, Feb. I 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 








- Chicago New York City Detroit San Francisco les Angeles 
a R. C. Tower E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 
1314 Tribune Tower 220 E. 42nd St. 1263 Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Bivd. 
SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 
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Your Housewares Shopping Guide 


company has announced that it will 
not increase its prices this year. 

New in the Mode giftware line 
are a chromium oval tray at $4.95, 
a cake cover at $6.95, a large rec- 
tangular tray at $7.95 and a 5-quart 
ice bucket at $9.95. 

The Elegance pantryware line has 
been expanded with the addition of 
a bread cabinet at $9.95, in chro- 
mium and vina-wood or $10.98 in 
brass and copper, and a large vina- 
wood cake cover that will retail at 
$5.95. 

Promotional products in the line 
are a cut crystal lazy-susan with a 
chromium plated base and a match- 
ing set of chromium finished tid-bit 
tray, serving tray, and bread and 
roll tray. Kromex will announce the 
special prices at its booth. 


Mallo-Ware Corp. is excited about 
what it calls “a new concept in co- 
ordinated housewares.” The com- 
pany’s new Coronet pattern in din- 
nerware was developed to match 
the Flint Cook ’N Serve line. A 
16-piece starter set of the Melmac 
dinnerware will retail at $14.95, a 
45-piece set at $39.95 and a five- 
piece completer set at $8.95. 


Mirro Aluminum Co. is featuring 4 
selection of five Jet Stream cook- 
ware items in its special first-of- 
the-year promotional program. The 
utensils will carry special retails 
for a four-month period ending in 
April. Included are a 4-quart sauce- 
pan at $2.99, down from $3.45; a 
three-egg poacher at $2.69, regu- 
larly $3.25; a nine-cup percolator at 


$3.79, down from $4.50; and a 24%- 
quart whistling teakettle at $2.89, 
down from $3.50. 


Pantry Queen Products, Inc. is bet- 
ting on its new line of promotional 
wood grain pantryware. THe line 
will be available in birchwood or 
walnut; it’s washable and said to 
be highly resistant to marring and 
staining. The line includes a four- 
piece stackable canister set, $9.98 
retail; a breadbox with cutting 
board, $11.98; a three-way paper 
dispenser, $6.98; a round 14-quart 
step-on can with polyethylene pail, 
$9.98; and a square 20-quart step- 
on can with aluminum pail, $13.98. 


Prizer-Ware is being displayed in 
a new Dutch Tulip pattern for 
spring sales. Stylized in the Penn- 
sylvania Dutch manner, the new de- 
sign is a blue motif on white. 

Setting its cap for a share of the 
outdoor cooking market, Prizer- 
Ware has restyled its charcoal grill 
so that it can be converted to a 
fireplace model by removing two 
wheels. It’s available in two sizes; 
the smaller unit lists at $33.95 and 
the larger at $39.95. 


Revere Ware has three new items 
for 1961. Leading the line is a six- 
cup whistling teakettle with push- 
button spout control and copper 
bottom; it will retail at $4.50. Also 
in the Revere line is a 3-quart 
steamer inset that carries a $5.50 
retail tag. In the Patriot Ware line 
there’s a new 4-quart stainless steel 
sauce pot that retails at $11.95. 


























VISIT BOOTHS 794-802 


of) Fine. Elosbric -ouseworet 


CHICAGO Made in America to American high standards of quality and performance. 


Write for Free Catalog: RIVAL MANUFACTURING CO., Kansas City 29, Missouri 
Rival Manufacturing Co., of Canada, Ltd., Montreal 











Protect-O-Matic 


Tee-O-Matic 
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Hamilton Beach’s VP Line Beckons 


$14.95. According to Hamilton 
Beach, “Dealers who promoted it 
as a volume item last fall were quite 
successful in stepping up customers 
to the Super Mixette, which retails 
for $19.95, for a greater profit.” 
The VP line carries a company 
five-year guarantee. It will be sold 
through distributor channels. Mar- 
gins on the line will be narrower 
than on the company’s deluxe line. 


What’s in the line? Lacking some of 
the features of the deluxe models 
and different from them in outward 
appearance, the VP numbers in- 
clude: 

A 4-9 cup, completely immers- 
ible, aluminum coffeemaker, model 
16CM, with a suggested list price 
of $17.95; a standard-size food 
mixer, governor-controlled with 
bowl control, one large bowl, model 
M, $34.95; and a canister vacuum 
cleaner, with 1-hp motor and a set 
of attachments, model 36, $49.95. 

Also incorporated into the line 
are the Golden Anniversary Mix- 
ette, two frypans, model 10F and 
11F, and the company’s series EB22 
electric blankets. These items have 
been part of the company’s regular 
line for about a year. 


Why a leader line? Arnold O. Wolf, 
vice president and general mana- 
ger of the company, put it this way: 

“It is designed to meet the re- 
quirements for the most competi- 
tive first half in history. It offers 
value and performance for the con- 
sumer. For the dealer, it features 
volume and profit.” 


He said that the company’s re- 
search has indicated there is a 
strong demand for two models of 
most appliances, one a serviceable 
model “as a great value,” the other 
a top-of-the line model with “every 
functional feature.” 

Mr. Wolf said he felt the industry 
would show an increase of 5% in 
1961. 

He noted that manufacturers and 
retailers who understand the buying 
mood of the public “and act to meet 
it, will enjoy increased sales in 
1961.” 

On the other hand, “the manu- 
facturer who continues to place 
emphasis on gimmicks, non-func- 
tional frills, and does so at the ex- 
pense of basic quality and function, 
will meet a lessening degree of suc- 
cess.” 


Are we selling as we should? Mr. 
Wolf advised manufacturers to 
stress, for example, “that coffee- 
makers, through immersibility and 
stainless steel features, are now 
easy to clean.” 

He asked: “Are we now stressing 
the fact that an electric frypan now 
gives controlled temperature; not 
the old high, medium and low set- 
tings which were featured on elec- 
tric ranges?” 


What’s the answer? “Give a little 
extra concentrated effort toward 
selling the quality and features 
built into an appliance. We find the 
more a sales person talks quality 
. .. the more the price slips into the 
background.” 
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In the Westinghouse Portable Appliance Division, we’re getting 
the new year off to a rousing start with exciting new programs, 
strategically planned to keep your cash registers ringing merrily 
all through 1961! 


We’re featuring new promotions—BETTER promotions that com- 
bine ingenuity and hard-headed business sense in just the right 
proportions to make them sure-fire successes for you. 


And our 1961 products? They’re BETTER, too... in 3 big ways: 
1. We’ve updated the standard portable appliances with new 


Better 


your business with Westinghouse 





and unique, self-selling features no housewife can resist! 


2. We’re opening new markets for you with products to take 
your portable appliance business out of the kitchen into every 
room of the house! 

3. We’re coming up with products nobody’s ever even thought 
of before! 

Add to this the best advertising support our money can buy, and 
you’ve got the makings for a full year of increased traffic and 
record-breaking profits! 








Turn this page and see the first stage in the Westinghouse program to help you better your business in every way... every day of 1961! 
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Westinghouse 












Better your business 
terrific new products 


NEW! BETTER! NEW! BETTER! 
SPRAY-STEAM 'N’ DRY IRON STEAM 'N’ DRY IRON 





‘ 
Pe Mow 
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‘i 
o-Of 


8 a ay 
Fee 


USES PLAIN  ge—t—s cD USES PLAIN 
TAP WATER =f ; TAP WATER 


Model HS-35 Mode: HS-25 


$9995 























5 BIG SELF-SELLING FEATURES- — |.cy | BETTER IN 4 BIG WAYS! 
5 WAYS BETTER FOR EASY IRONING =<2\/_ BIGGER PROFITS FOR YOU! 


e Uses plain tap water. . . new wide front fills faster, too PLUS! e Uses plain tap water . . . new wide front fills faster PLUS! 


e Sprays for both steam- and dry-ironing e Adjustable steam a a e Adjustable steam settings for steam . . . LO to HI SCbuT anes 
flow—LO to HI e Complete range of wash 'n’ wear settings Special wall-mount e Complete range of wash 'n’ wear settings e No Special wall-mount 
e Exclusive single dial control. iron holder...a extra buttons to push .. .. all settings are on easy- iron holder . . . worth 
$1.39 retail value! to-read dial. $1.39 retail! 











NEW! BETTER! NEW! BETTER! 
AIR PURIFIERS PORTABLE ELECTRIC GREENHOUSE 








2 beautiful new purifiers. New and better way to filter and ciean thie % From Westinghouse 
air in any room! Proved more efficient—longer lasting. Remove stale- in the house . 
ness, food odors, help kill air-borne bacteria. Completely portable. 
Westinghouse-built for enduring quality! 


.- a new kind of portable appliance for every room 
. . and outdoors, too! Starts a beautiful garden right in 
the living room. Starts seeds, roots, cuttings, grows plants! Gives every 
gardener a head start on Spring. Wonderful fun for the kids. Opens new 
markets for you! 


SEE US AT THE CHICAGO HOUSEWARES SHOW-BOOTHS 875-887 Westi n oh 0 u S 'e (w) 
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with Westinghouse... 
for 1961! 


RUG CLEANING SCRUBBER-POLISHERS 





Model VP 10 : Model VP 15 = Model VP 30 


$2995 = $3995 = $5995 


MOST COMPLETE LINE ON THE MARKET-NOW CLEANS RUGS, T00! 
4 GREAT NEW MODELS WITH NEW ORBITAL ACTION! 


Unique Westinghouse big single brush orbital action power-scrubs without splattering . .. waxes, polishes and buffs without leaving 
swirl marks ... cleans rugs professionally. Covers more floor area faster... easier! So easy to handle, a child can manage it! 


NEW! BETTER! 


4-SLICE COMPACT TOASTER | DELUXE 2-SLICE TOASTER 


NEW! BETTER! 
20” PORTABLE WINDOW FANS 


ol | | 
= 


ia 


= 
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Model HT-59 $2995 


First 4-slice toaster with Economiz- 
er Switch—it’s 2 toasters in 1! 
Toasts 2 slices or 4—just slide the 
Economizer Switch and take your 
choice. Separate toasting ovens 
mean more economy and conven- 
ience for your customers. New 
jewel-like gold-and-chrome finish 
sells this toaster on sight. 











Model HT-29 $2 1 95 


Beautiful new look in toasters . . . 
with larger slots, extra high toast 
lift! Toasting at its very best... 
even, uniform shades of delicious 
toast every time! New gold-and- 
chrome finish. (Also an all-chrome 
De Luxe Modelatan economy price!) 


l/ 


Lill ! 


3 new models featuring beautiful ‘“‘tapered look"’ design with 
new unitized construction . . . stronger, more quiet. Lubricated 
for life, guaranteed for 5 years. Model AW-40 shown: electrically 
reversible—3 speeds in either direction for exhaust or intake. 
Automatic thermostat and signal light. 





Turn this page and see the second stage in the Westinghouse program to help you better your business in every way... every day of 1961! 
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Better your business with Westinghouse... 










BEAUTIFUL STORAGE HASSOCK...$19.95 RETAIL... 








merchandising innovations for 1961 


NEW WESTINGHOUSE- 
SOFTASILK OFFER! 















NEW WESTINGHOUSE- 
NESTLE OFFER! 












BIG $2. REFUND FOR YOUR CUSTOMERS- 
NO EXTRA WORK FOR YOU! 


We're offering the Westinghouse Food Mixer and the 
Westinghouse Coffee Maker at a big $2 savings for your 
customers. Coupons in special Softasilk Cake Flour 
boxes will attract customers for you to sell—from every 
grocery and supermarket in town! Watch for it in Febru- 
ary... see beautiful 4-color advertising in Ladies’ Home 
Journal... and Better Homes & Gardens! 


GREAT $3. REFUND...COSTS YOU NOTHING- 
GUARANTEES NEW CUSTOMERS! 


Your customers save $3 on the purchase of a Westinghouse 
Buffet Fry Pan (or any Westinghouse F-18 or F-28 Immerse- 
A-Matic Fry Pan). Special certificates sell for you on 14- 
million Nestlé packages. You sell at your regular prices— 
for bigger, BETTER profits! Coming in May . . . watch for 
coast-to-coast 4-color advertising in Ladies’ Home Journal, 
Woman's Day, and Everywoman-Family Circle! 


































We're not overlooking anything that can help to BETTER YOUR BUSINESS 
in 1961. These promotions are sure-fire . . . no gimmicky deals, no false 
alarms—they’re designed to deliver 100% BETTER values to your customers 
and to keep traffic headed your way all year. And we’re backing you with the 
most powerful advertising in our history, including: 


NEW WESTINGHOUSE 
PLAYHOUSE 


Hilarious new comedy series 
starring Nanette Fabray and 
Wendell Corey. 171 stations 
coast-to-coast! 


NEW WESTINGHOUSE- 
VAC 'N’ HASSOCK OFFER! 
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FREE TO YOUR CUSTOMERS! 


Sturdy, spacious hassock covered in heavy-weight 
dura hyde—in white Algerian crush design. Extra thick 
padded cushion. Perfect for storage or T.V. seat—in 
children’s room, living room, anywhere in the house. 
FREE to your customers with purchase of new 
Westinghouse Model SC-4 or Model RC-4 canister’ 
cleaners! Big March special... advertised in Life 
Magazine to 40 million customers in 50 states! 


SEE US AT THE CHICAGO HOUSEWARES SHOW-BOOTHS 875-887. West n oh ouse ww) 
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Don’t delay—get all the good news 

spt is) from your Westinghouse distrib- 
(0 ght utor today. You can be sure... 

if it's Westinghouse. 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


RCA TV sets and cordless clock-radio e Majestic 
“Porta-Kart” grill e Air purifiers by Hy-Genic and 
Metalaire ¢ portable refrigerator by Beverage-Air 


e Duo-Com 2-way radio 


LL 









MAJESTIC 


“Porta-Kart” Grill 
Char-Grill . “Porta-Kart” barbecue 
grill is a built-in and a roll-out; it 
accommodates any of 3 Char-Grill 
models introduced earlier—the gas- 
fired, electric and charcoal units. The 
“Porta-Kart” and Char-Grill form an 
integral “built-in” that fits in a per- 
manent indoor location beside a base 
cabinet, and under the vent hood in a 
kitchen or recreation room; when its 
time for a cook-out the mobile unit 
rolls to porch, yard, or patio. Acces- 
sories for electric, natural or LP gas. 
It is 36 in. high, 33% in. wide, 22% 
in. deep; the all-steel unit rolls on 4 
6-in. ball-bearing rubber-tired wheels; 
2 of which are swivel-mounted for 
easy maneuverability. A deeptone 
grey wrinkle enamel finish. The Ma- 
jestic Co., Huntington, Ind. 





RCA TV Sets 


Twelve new RCA Victor color TV 
sets, each featuring “New Vista” 
tuner and chassis refinements, and 
15 23-in. black-and-white models are 
announced. All but 2. black-and- 


whites feature the “New Vista” 
tuner. 
Color refinements include new 


video peaking circuits; new vertical 
deflection circuitry; and a circuit 
breaker in place of the B plus fuse. 
Color models include: The Arliss, 
211-CB-39, a front tuner, front sound 
table set in textured black with 4-in. 
duo-cone speaker. 

Everest, 211-CB-41, table model in 
ebony with a 6-in. oval speaker and 
balanced hi-fi sound. 

Leighton, 211-CD-42, consolette, ma- 
hogany, walnut and oak grained fin- 
ish with “Touch Bar” channel selec- 
tor and balanced fidelity sound. 
Driscoll, 211-CDR-42, same as Leigh- 
ton with “wireless wizard” remote 
control. 

Ardmore, 211-CD-43, console, mahog- 
any, walnut, cherry grained with 
balanced fidelity sound. 

Dorrance, 211-CD-44, contemporary 
lowboy; 3-speaker panoramic sound; 
“Touch-Bar”; walnut, mahogany, oak 
selected hardwoods. 

Chalfont, 211-CDR-44, same as Dor- 
rance with remote. 

Bostwick, 211-CD-45, Nordic styled 
lowboy with 3-speaker Panoramic 
sound; “Touch-Bar’”; walnut veneer 
and selected hardwoods. 
Swarthmore, 211-CDR-45, same as 
Bostwick with remote. 

Somervell, 211-CD-46, Early Amer- 
ican styled console in maple-stained 
hardwood; features 3- speaker Pana- 
ramic sound; “Touch-Bar.” 
Brandywine, 211-CDR-46, same as 
Somervell with remote control. 
Northampton, 211-CDV-49, stereo AM- 
FM combination in antiqued mahog- 
any or walnut; 6 speakers, deluxe 4- 
speed changer, plug-in jacks for ste- 
reo tape player; companion speaker. 
Black and white models as follows: 
Bailey, 231-DE-531, lowboy console 
in contemporary styling with 6-in. 
oval dual cone speaker; mahogany, 
walnut, oak and selected hardwoods. 
Endicott, 231-DE-53-C, colonial styled 
lowboy console in nutmeg maple with 
“Touch-Bar” channel selector, 1-set 
fine tuning; stereo jack. 

Staunton, 231-DER-53-C, same as En- 
dicott with remote. 

Grenoble, 231-DER-53-N, Nordic low- 
boy console in walnut and selected 
hardwoods with “Touch-Bar,” 1-set 
fine tuning and stereo jack. 
Edgemere, 231-DER-53-N, same as 
Grenoble with remote. 

Crandall, 231-DE-58, lowboy console 
contemporary; dual speaker balanced 
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STAUNTON, BLACK-AND-WHITE 


sound, tone control and stereo jack; 
mahogany, walnut or oak. 
Glenolden, 231-DE-58-N, lowboy con- 
sole, Nordic styling; dual speaker 
balanced sound; tone control; stereo 
jack; walnut veneers. 

Yorktown, 231-DE-58-C, Early Amer- 
ican styled lowboy console with dual 
speaker balanced sound; stereo jack; 
tone control; maple stained hard- 
wood veneers. 

Raeburn, 231-DE-68, console featur- 
ing new “high-gain” chassis, balanced 
fidelity sound; tone control; stereo 
jack; walnut, mahogany oak veneers. 
Markham, 231-DER-68, same a: Rae- 
burn with remote. 

Glenview, 231-BE-622, table, ebony; 
front tuning; front sound; dual cone 
4-in. speaker and tone control. 
Harding, 231-DE-62, consolette with 
tone control; mahogany, walnut and 
oak. 

Dartmouth, 231-DE-59, swivel con- 
sole, mahogany, walnut or oak; fea- 
tures tone control; 2 9-in. dual cone 
speakers. 

Long-Range tuner models are Kelland, 
231-B-60, table, with front tuning, 
sound and tone control; ebony, ma- 
hogany, walnut and oak-grained. 
Oakmont, 231-D-54 console with 8-in. 
duo cone speaker, tone control, bal- 
anced fidelity sound and stereo jack; 
mahogany, walnut, oak grained. 
Prices, Color models from $495 to 
$775. Black-and-whites, from $199.95 
to $369.95. RCA Sales Corp., Camden, 
N, J. 


ARDMORE COLOR SET 
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RCA Cordless Transistor 


Clock-Radio 


“Tuneflair,’” ITC4, combines a cord- 
less transistor clock-radio with a ba- 
rometer in a tapered, genuine wood 
veneer cabinet. 

The 1-piece unit contains a cord- 
less 6-transistor clock-radio that 
turns on and off automatically; a 
buzzer alarm for hard-to-rouse sleep- 
ers or important reminder. 

The weather guide barometer tells 
air pressure for fair, changing, 
stormy or rainy weather. 
Flairline styling; 6% in. high, 13% in. 
wide, 3% in. deep. 

Part of the operation is the clock 
battery which lasts for lifetime of 
radio; batteries that power radio 
also recharge clock battery auto- 
matically; clock runs for more than 
a week, even after radio batteries are 


exhausted. Contains a finger-tip se- 
lector level that is easy to set; 3- 
position control for on, off, and auto- 
matic “wake-to-music”; sleep switch 
lets radio play for up to 60 min. when 
retiring, then turns it off automati- 
cally. “Golden Throat” tone system 
with direct-drive 3%-in. center tap 
speaker and laboratory balance with 
amplifier and cabinet, provides full, 
rich sound; built-in ferrite rod an- 
tenna; walnut or dark cherry. Price, 
$125. RCA Sales Carp., Camden, N. J. 
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HY-GENIC AIRE Purifiers 


Two new air purifiers are announced. 
Both are upright, 6% in. in diameter 
and 16 in. high; styled in a selection 
of color combinations. Deluxe models 
feature a choice of nickel or brass 
trim. Units comprise a 6-ft. cord with 
switch, fan, activated charcoal wafer, 
“Turbo-Aire” circular activator; con- 
tainer of “Hy-Genic Aire” chemical 
plus decorative stand and enclosure. 
Economy “Strato Deodorette” is 
styled like deluxe unit in gold black 
without charcoal filter or ornamental 
metal frame or switch. It has a Fiber- 
glas enclosure. Specially prepared 
medical vapors or scents may be in- 
cluded in chemical container. 
Price, Deluxe, $22.95; economy 
model, $9.95. Hy-Genic Products 
Corp., 8030 W. 47th St., Box 37, 
Lyons, Ill. 





TRAVELAIRE Air Coolers 


Four 1961 Travelaire portable air 
coolers combine console cabinetry 
with powerful room cooling capacity; 
feature “Verticool” slim furniture 
styling; need no accessories, table or 
cart; 3-speed operation, separate wa- 
ter pump motor; automatic adjust- 
able themostat; “Pivotrol” all-direc- 
tion grille; “Tilt-back” full-width wa- 
ter trough, germ-proof “Corobex” 
self-purifying filter; limed walnut 
grained vinyl bonded cabinet; re- 
cessed water level gauge, instant 
“Dial-a-matic” ventilation or cooling, 
choice extra-large dual blowers. 
The line includes 2 personal mod- 
els: No. 861 deluxe with classic fur- 
niture styling, and budget No. 831, 
with sheer look; 2 “Verticool models: 
Consol-Aire No. 1061 and Consol- 
Cool No. 961. Prices, from $39.95 for 


budget model to $89.95 for No. 1061. 
Accessories include Mobile Cart for 
Nos. 831 and 861, $9.95; and TL-91 
low-boy stand, $3.95. 

Metalaire Products Div., McGraw- 
Edison Co., Phoenix, Ariz. 
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MOST UNUSUAL 
ELECTRIC ALARM 


AT BOOTH 733—THE NATIONAL 
HOUSEWARES SHOW, CHICAGO 


‘IT’S SILENT! 


Another new product from: 


WESTCLOX 


electric 





DUO-COM Radio 


A new DUO-COM 1008S portable 2- 
way radio features squelch control 
to retain high receiver sensitivity and 
eliminate undesirable noise during 
periods of monitoring and _inter- 
changeable crystals to provde easy 
access to change any of the 23 allo- 
cated Citizens’ Band channels; it 
weighs only 20 oz.; powered by 8 
miniature penlight cells; the 11-tran- 
sistor circuit provides a compact unit 
measuring 154¢x4x7% in.; features in- 
clude a collapsible telescoping an- 
tenna plus an external antenna jack 
for fixed or mobile use. 2-tone high 
impact plastic case; has 100 m trans- 
mitter with a range up to 5 miles; 
operates in 27 mec range. 

Price, $119.50 each. Osborne Elec- 
tronics Corp., 13105 S. Crenshaw 
Blvd., Hawthorne, Calif. 








SOCIABLE Cooler 


A compact refrigerator, styled to give 
long-term service in home or office, 
has 3.5-cu.-ft. capacity; cools 120 6-oz. 
or 72 12-0z. bottled beverages; 4 


l 





standard-size quick-release ice trays 
supply over 8 lbs. ice cubes; %-hp 
hermetically sealed unit maintains a 
safe and dependable cooling between 
30 to 40 degs. All stainless steel serv- 
ice top with easy-glide top opening 
lid provide convenient place for cof- 
feemaker, blender, ice crusher or 
other small appliances; may be plug- 
ged into any outlet. Ivory, yellow or 
Malibu blue finishes; 4 vinyl-clad fin- 
ishes: ligh oak, walnut grains, blue- 
green or light yellow fabric-textured 
vinyl. 

Standard equipment includes a set 
of 4 14-in. anodized aluminum legs, 
choice of bottle opener-cap catcher or 
bottle-can opener on _ decorative 
chain. Other accessories include cas- 
ter legs with storage shelf and lid 
lock with 2 keys. 

Price, $186.95. Beverage+Air 
Spartanburg, N.C. 


Co., 





Are you doing more busine 


OUTSTANDING... 
in Quality, Features 
and Design 


The all Frost Free ‘‘Imperial 16”’... 
fits kind... with Separately 
rated and Separately Insulat- 

Free—Refrigerator 


Freezer * All 
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Food in 
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Shelf, Crisper and Basket « Storage 
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Beautiful Straight Line Design e 
Every Feature American Homemak- 
ers ‘Want Most’’ 
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CHEF MASTER 
1961 Ranges 


Top of the Chef-Master 10-model line, 
T58, comes with full-width, adjust- 
able fluorescent lighted switch panel 
and range top; automatic features in- 
clude infinite heat switches on 4 
burners; roastmeter; rotisserie; water- 
fall cook top; counter balanced oven 
door; rectangular clear-view window. 
T56, 30-in.- automatic, has full-width 
adjustable light; 7 heat switches; 
timed appliance outlet; rotisserie; 
waterfall top; rectangular window. 
T54, 30-in. range, has window, drawer, 
timed appliance outlet. T52, similar 
to T54 without window. 

Five K series 24-in. ranges com- 
pare with T series. 
Prices, $289.50 for T58, to $159.50. 
Brantford Washing Machines Ltd., 35 
Fieldway Rd., Toronto 18. 





ROYALmatic Shaver 


Super Royalmatic rechargeable bat- 
tery-powered shaver made in Ger- 
many by Euras has a large round 
shaving head, gives 30 to 32 shaves 
after charging; electro-system is 
puilt-in; an automatic charging con- 
trol device with signal lamp and 
automatic brake guarantees against 
overcharging. Price, $24.95. Rexillo 
Products Inc., 350 5th Ave., New 
York 1, N. Y. 








ROTO-LECTRIC Grill 


This unit with 6 rotating stainless 
steel spits converts to a rotisserie or 
charcoal broiler to cook roasts, fowl, 
steak or hot dogs. Can also be used as 
a radiant heater or cookstove. 

Price, $39.95. Sarkes Tarzian, Inc., 
7300 Crescent Blvd., Pennsauken, N.J. 
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AUTOMATIC-ELECTRIC 
CAN OPENER and KNIFE SHARPENER 
Starts at the touch of a finger, and turns itself off 
automatically when lid is cut out. Opens all standard 
cans... leaves a safe, smooth edge. Powerful, ceramic 
magnet picks up the cut-out lid. Full-size electric knife 
sharpener included. And it’s portable. Handsome cabinet 


in choice of colors, with chrome and gold trim. $24.95 
SWING-A-WAY MANUFACTURING COMPANY « ST. LOUIS 16, MISSOURI 
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... but making less money? 








Remember the days when more sales meant more profit? 


Those days needn’t be just a memory. The appliance 
business still can be good—and profitable for you. 

The Marquette-Zenith ‘protected profit’’ plan offers 
you a new approach to today’s competitive appliance 
selling. It’s tailored exclusively to your operation—to 
help you make a fair profit on every sale. 


SWITCH TO MARQUETTE-ZENITH “PROTECTED PROFIT” SELLING 


@ Exclusive Brand Franchise for YOU on which 
you control your own prices, and profit. 


@ No dealer down the street can undercut 


YOUR price on the same brand. 


@ YOU get all new 1961 appliances with 
exclusive features and lower prices because 


@ YOU make your own specials from your own 
regular line—no duplication of dollar invest- 


ment. 


of our low overhead and streamlined distri- 


bution costs. 


@ Free Floor Planning at no extra cost. 


THE MARQUETTE CORPORATION 


Minneapolis 14, Minnesota 





CHEST FREEZERS UPRIGHT FREEZERS 
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COMBINATIONS 


CONVENTIONAL AUTOMATIC 
WASHERS WASHERS AND ORVERS 


REFRIGERATORS 





@ YOU can now compete with mail order and 
discount house operation and still maintain 
a ‘Protected Profit’. 


@ YOU purchase only the models and sizes 
that sell in YOUR local market... ‘‘No 
Package Deals’. 


@ All YOUR appliances carry Good House- 
keeping, Underwriters Laboratories, and 
Canadian Standards Approval. 


MARQUETTE-ZENITH 


Protected Profit 
Plan 





Write or wire for full information— 
Marquette-Zenith Franchise Division, 307 East Hennepin Ave., 
Minneapolis, Minnesota, FEderal 9-9121 





See us at the Housewares Show 
McCormick Place Booths B-7 and B-9 
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FEATURES! FEATURES! FEATURES!...and every one a sales clincher! 


® Activated Charcoal Air Purifier & 
@ Germ-Gard Cooling Filters € 
@ Automatic Thermostatic Control 

@ 3-Speed Push Button Switches 

@ Aquadial Cooling-Ventilating Control 


Vinyl-Clad Galvanized Steel Cabinets 
Directional Grilles 

@ Convenient Top Filling 

@ One Year Factory Warranty 

@ National Service Center System 






















PROVEN STYLE LEADER — Once again, Wright's sales-minded engineering has provided the proven comfort-planned 
features that comfort-minded customers want. That’s why Wright portable air coolers are 
PROVEN CUSTOMER CHOICE 


the outstanding line for 1961 . your best bet for greater profits and customer satisfaction. 





OFFER YOUR CUSTOMERS THIS WIDE CHOICE OF MODELS AND PRICES 













MODEL AP 1330 


MODEL 1300 MODEL 1870 MODEL AP 1880 MODEL AP 2220 
Popular Priced Portable Portable Portable Room King Sized 
Value Leader Spot Cooler Cooler/Purifier Room Cooler Cooler/Purifier Cooler/Purifier 
$29.95 list $39.95 list $49.95 list $59.95 list $69.95 ist $89.95 list 







2902 West Thomas Road, 
WV RICG FRAT Manufacturing Company /g9 11247, Phoenix, Arizona 


MANUFACTURERS OF FINE QUALITY EVAPORATIVE AIR COOLERS AND REFRIGERATED AIR CONDITIONING 


“Creating New Climates 
for Better Living” 


REPRESENTATIVES: BOSTON, Fred Garmon Co. — ROCHESTER, Vayo & Clare Assoc. — NEW YORK CITY, Bernie Leinoff & Assoc. — PHILADELPHIA, Flynn-Gee 
& Co. — PITTSBURGH, David Scharf Assoc., Inc. — CLEVELAND, Hutter & Tilden Co. — RALEIGH, Lewis Associates — ATLANTA, Carl A. Lewis Co. — MIAMI, B. Gold, 
M. Weinstein Co. — DETROIT, Entin-Littman Assoc. — CHICAGO, Tilken-Cagen Assoc. — MINNEAPOLIS, Rob-Co Assoc. — ST. LOUIS, Meyer-Cotlar & Assoc. — 
MEMPHIS, W. G. Carr Co. — DALLAS, Universal Enterprises, Inc. — DENVER, Andrew C. Bryant — EL PASO, W. Brad Abbott — LOS ANGELES, Tom Prenovost — 
FRESNO, Fred Hudson, Jr. — VANCOUVER, B. C., Lyman Agency, Lid. — TORONTO, Don McCay & Co. — AUTOMOTIVE: NEW YORK, Jackson & Franklin — LOS 
ANGELES, J & H Sales Co. — VARIETY CHAINS: NEW YORK, John Morrison Co 
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PYREX Set 


The Pyrex Ware oven, refrigerator, 
freezer .set has been introduced by 
Corning Glass with a new pink 
gooseberry motif on white opal to 
match other items in the line. The 
covered dishes come in 1%-qt., 1%-pt. 
and 2 1%-cup capacities, suitable for 
refrigerator or freezer storage, and 
can be used as a casserole set for bak- 
ing. $3.95. Corning Glass Works, 
Corning, N. Y. 





KRESTLINE Dispenser 


Dispenser for paper towels, foil, wax 
paper and Saran wrap; $11.98 chrome, 
$12.98 copper. Speco Products, 1702 
N. Milwaukee Ave., Chicago 47. 





There are 


lu¢ profits 


in Paragon 
appliance 
timers Aas 


PARAGON 


ELECTRIC COMPANY 
1638 Twelfth St. *« Two Rivers, Wis. 
TIME 1$ MONEY — CONTROL IT WITH PARAGON 


Buffet Skillet with 

non-spatter, adjustable cover! 
New General Electric Skillet has two small handles 
for easy storing. Take it to the table for elegant 
serving! Cover tucks into either handle, part way 
up to control spatter, all the way up for serving. 
Removable heat control . . . skillet is immersible 
for easy cleaning. Model C123. 


Steam and Dry Travel Iron 
plugs in around the world! 

Here’s an iron that appeals to everyone who trav- 
els. Weighs just 134 pounds, folds flat for easy 
storage. Two adapter plugs fit almost any outlet in 
the world . . . 120-240 volts, AC or DC. Removable 
translucent water bulb shows water level. Works 
like its big brother! Model F39. 


NEW 
IDEA 


FOUR MORE “NEW IDEA” APPLIANCES FROM GENERAL ELECTRIC 


Sharpens knives, scissors 
and pencils electrically! 


Electric Sharpener sharpens knives, scissors and 
pencils at the flick of a switch! Self-aligning holder 
for pencils. Magnetic Guide assures perfect edges 
for knives. Scissors are automatically positioned 
—do not have to be taken apart. Model NS1. 


Spray, Steam and Dry Iron 
with lustrous white handle! 

Only the new General Electric Spray, Steam and 
Dry Iron offers your customers 3 Wash and Wear 
settings. It’s a three way iron that sprinkles, steams, 
dry irons! No “hot spots,” no scorching, marring, 
or sticking. New Wash and Wear fabric guide un- 
der handle. Model F71W. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


General Electric Company, Portable Appliance Dept., Bridgeport 2, Conn 
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PEOPLE i 
in the NEWS 


Hoover Co.—Joseph R. Cutinella 
was named merchandising manager, 
a newly created position. He will be 
succeeded as division manager for 
the sales division headquartered in 
Kansas City, Mo., by John V. Red- 
ford, formerly San Francisco branch 
manager. 


General Electric—Kurt E. Hallfach 
was promoted to manager-market- 
ing research for the radio receiver 
department. 


General Time Corp.—Forrest W. 
Price was appointed vice president 
and general manager of the Seth 





Thomas division. He had been vice 
president of operations for Sylvania 
Home Electronics Corp. 


McGraw-Edison Co.—John R. Mc- 
Dermott was promoted from vice 
president to president of the Mann- 
ing-Bowman and Bersted Manufac- 
turing divisions. He succeeds Al- 
fred Bersted who became president 
of McGraw-Edison earlier last year. 


Landers, Frary & Clark—-Al Katz 
was appointed assistant to the presi- 
dent and board chairman to super- 
vise sales and merchandising. 


Philco Corp.—Walter S. Bopp was 
appointed to the new post of vice 
president and general manager of 
Philco International division, a new 
post. He was director of marketing 
for Philco International. 


Hallfach Cutinella 
of G-E of Hoover 


Brother International Corp.—Gene 
Gold was appointed vice president- 
sales of the sewing machine manu- 
facturers to head up the national 
sales organization. 


Proctor-Silex Corp.—William R. 


Cooney was appointed northern 


The Ronsons wish you a prosperous New Year 


a. Ronson Beauty Trio, the only hair dryer with brush, comb, and hood. gs. Ronson Varaflame Table Lighter (over a year’s lights per fueling). 
c. Ronson Varaflame Butane Fuel. p. Ronson CFL Shaver, rated best* (Lady Ronson, too.) &. Ronson Roto-Shine, shines shoes electrically. 


Ronson is on the upper level, Booths 1724 and 1726, at the Housewares Show, McCormick Place, Chicago ean enninien tte. 


Gold 


of Brother of General Time 


central regional manager. He was 
Midwest regional sales manager for 
Westinghouse, and replaces John 
F. McKeown who was made Phila- 
delphia metropolitan sales manager. 


Sylvania Home Electronics Corp.— 
Ralph L. Bloom was named district 
sales manager and Gerald P. Goet- 
ten was named assistant district 
sales manager, both in Los Angeles. 


Chrysler Airtemp—Philip B. Lock- 
wood was appointed West Coast 
branch manager. 


Welbilt Corp.—Peter Maddalone 
was named sales representative for 
Queens and Nassau Counties, N. Y. 


Gibson—Charles D. Seltzer was ap- 
pointed divisional sales manager for 
the Midwest. He replaces Dean A. 
Hill, who resigned for personal 
reasons. 


Temco—Stanley Silber will handle 
the Temco dishwasher line and is 
now building a national sales or- 
ganization. He formerly was gen- 
eral sales manager for Puritron 
Corp. 


HOUSEWARES 
MANUFACTURERS 


NOW is the time 
to select your 
Sales Spot 
for 


The Kastern 
Housewares Show 
1 Uhh Cohan 
August 7-10, 1961 


The EHS is an exclusive housewares 
show planned expressly for the huge 
eastern market. This is your oppor- 
tunity to personally contact the thou- 
sands of buyers in this area who will 
attend only this show. 


Reserve space now while choice 
locations are available and establish 
your priority in this annual major 
industry event. 


While in Chicago you can phone WEBSTER 9-0980 
or write 


Hall-Erickson, Inc. 


Show Managers 
28 East Jackson B'vd. Chicago 4, Illinois 
Ruth Hall Hub Erickson, Jr. 
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... that unique, new 
idea in portable cooking appliances... 


SBSURG-O-MAT 
featuring smokeless 


‘Vertical Broiling 


for the best meat you 
ever tasted 


Infra-red elements broil meat on 
both sides . . . at the same time 
to produce that wonderful flavor. 
Also toasts bread, sandwiches. 


IT SPEED BROILS! 

... STEAKS IN 6 MINUTES... HOT 
DOGS IN 3 MINUTES. .. HAMBURGERS 
4 MINUTES . .. CUBE STEAKS 5 MIN- 
UTES... LAMB CHOPS 6 MINUTES. . . 
BACON 3 MINUTES...HAM SLICES 
5 MINUTES... 


Chrome-plated grids hold 
up to 2 Ibs. of steak 


Drip tray slides out easily. 
Can be cleaned with ordi- 
nary soap and water. 


Timer lever pushes down 
to set exact broiling time. 
Pops up when through. 





Beautifully finished in bright chrome and ano- 
dized coppertone aluminum, this exciting new 
appliance can be a highly profitable item for 
you. For complete details on selling the fast- 
moving Burg-o-mat, come to 


Booth 2324 at the Housewares Show 
or write today to: 


THE COLE ELECTRIC MFG. CO. 
Mansfield, Ohio 











You can \ 


squeeze more profits 
out of thejair! 





QUIET KOOL COMFORT-AIRE 
ADMIRAL IMPERIAL BERNS Pome! KING FRESH"ND-AIRE by CORY _— a . a Hect role ies 
Corporation son, 
Chicago 47, Illinois Chicago 18, Ulinete Chicago 45, Illinois Columbus, Ohio Heme: og one 


Now’s your chance to capitalize on 
the big untapped dehumidifier market! 


Today, as never before, your customers are con- 
scious of the humidity in their homes. They have 
been deluged with articles about the damage ex- 
cess moisture can do to their health and property. 
And every time they go into their basements, 
home laundries, storage rooms or workshops, 
they see for themselves what a problem humidity 
can be. 


The market indicates this new awareness. De- 
humidifier sales have more than quadrupled since 
1950. In 1960 alone, they were expected to in- 
crease 9%.* But statistics show we have only 
scratched the surface. 

Today, 97.4% of all wired homes in the United 
States still have no means of dehumidification.* 
Based on 50.6 million domestic and farm electric 
users, this makes 49,275,000 prospective custom- 
ers waiting to be sold on the benefits of this 
relatively inexpensive appliance. Now is your 
opportunity to really increase your profits by 
selling electric dehumidifiers to every customer 
that comes into your store. 


Practically everything your customers own can 
be damaged by excess moisture. Remind them 
of this. And show them how your dehumidifiers 


*Source: Electrical Merchandising Week 








will remove this moisture to keep the humidity 
in their homes at a safe level. 


Explain that a dehumidifier will prevent rust, 
rot, mold and mildew. It will reduce peeling 
wallpaper, cracked plaster, warped furniture and 
popping floor tile. It will speed the drying of 
clothes and stop the caking of sugar and salt. 
And it will reduce the humidity in your custom- 
ers’ homes enough to keep them comfortable 
even on muggy days. 


You'll find electric dehumidifiers can be more 
profitable in many ways. There’s no trade-in to 
consider and no installation or service problems. 
What's more, customers can often use more than 
one dehumidifier in their homes which means 
you double your profits on many sales. 


Electric utilities across the country are devoting 
ever-increasing effort to promoting more dehu- 
midifier sales for you. 


The dehumidifier manufacturers listed above 
are ready to supply you with high-powered sales 
aids to help you convince your customers that 
electric dehumidifiers are the answer to their 
humidity problems. We'll be glad to see that you 
get free samples of this merchandising material, 
if you'll just fill in the coupon below and tell us 
who your manufacturer is. Mail the coupon and 
watch your profits grow! 











Increase sales, upgrade profits 
with Honeywell’s new 
HA45E Dehumidifier Control 


The new HA45E automatically turns 
dehumidifiers on whenever moisture 
in the air becomes excessive—turns 
them off again as soon as humidity 
reaches a safe level. 

It’s the only dehumidifier control 
that reacts to moisture content alone. 
It will not overcycle and allows 
plenty of time between each cycle 
for the moisture-collecting process 
to set in. 

It eliminates overtime operation 
to add to the life of your dehumidi- 
fiers and reduce electric bills. And, 
of course, there’s extra profit for 
you in every sale. 

This is why the dehumidifier 
manufacturers listed above a// fea- 
ture the new HA45E Dehumidifier 
Control. 














MINNEAPOLIS-HONEY WELL 
Dept. EM-1-179 


Minneapolis 8, Minnesota 


Honeywell 


PLEASE rush my ‘free electric dehumidifier merchandising aids. 


My manufacturer is:__ 





"(Name of Company) 


Signed:__ 








Address:__ 
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YOUR personal BUSINESS — 





4 


If y ou're under d proud of you r agate ure, this. It's a physical 
Sa. test that oy ae under ar, once a year—wearing 

.6id packs, yet. — De Pie i 2 cee sent ash 
_@ Simulate uphill climbing by stepping up on an 18-inch-high platform 
and back down again 60 times in three minutes. | 

@ Climb a knotted rope to a beam 20 feet above the floor ari climb back 
down in 30 seconds. 2 eee Ae eee 

e@ Run zig-zag for 50 yards, lift a "casualty" and carry him back to the 
starting point--—all within 42 seconds. 

e@ Simulate an assault by creeping or crawling 25 yards, then running 
zig-zag for another 150 yards and jumping an eight-foot trench. Satis- 
factory time: 3% minutes. 


And all this in one afternoon! 

| AAA : 

If you qualify for a Small Business Administration loan under the gen- 
eral requirements listed in last week's column eek, Jan. oa BEE 
26), you still may be ineligible. Since it is a public agency, using 
taxpayers’ funds, SBA has an unusual responsibility as a lender. So, 


’ SBA will not make certain types of loans under certain circumstances. 
Here's a list of applicable exceptions: 


SBA will not grant loans... 


ne nt een ce a te ene ane eae SEE eens ete aeeemaenenamenea ta ea 


a financial institution, (b) from your selling at a fair price assets 
that you don't need to conduct your business or to grow, (c) through 
use, without undue personal hardship, of your credit and/or resources 
—or those of your partners, management or principal stockholders, 
(ad) through public offering or private placings of your securities, 
(e) from other government agencies which provide credit specifically 
for your type of business or for the purpose of the required finan- 
cing, or (f) from other known sources of credit. 


(2) If the direct or indirect purpose or result of granting such help 
would be to (a) pay off a creditor or creditors who are inadequately 
secured or who are in a position to sustain a loss, (b) provide funds 
for distribution or payment to you-——-the owner—your partners or 
shareholders, or (c) replenish working capital funds that you al- 
ready had used for any one of these purposes. 


(3) If your purpose is to change ownership of your business. (The 
Small Business Administration has made exceptions to this rule, 
though, in special cases.) 





(4) If the loan would provide or free funds for speculation. 





(5) If any part of your gross income (or any of your co-owners') is 
derived from gambling. 


(6) If the loan is to provide capital to an enterprise primarily en- 


gaged in the business of lending or investment. 











(7) If the effect of the loan would be to encourage monopoly or would 


be inconsistent with the accepted standards of the American system 
of free competitive enterprise. 


(8) If the loan would be used for moving a business in order to avoid 
obligations incurred in the present location, for instance, a labor 
union contract. Furthermore, SBA won't grant a loan if it would be 
used to move a business from a labor surplus area, or if the con- 
templated move would cause serious unemployment in your business' 
present location. 
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“Dad, I’m not going to impose on our relationship after tomorrow. I’ve- been 
saving this as a surprise. I’m opening a place right across the street.’ 








JANUARY 16, 1961 











IT ALL STARTED WHEN ... 


Thoreau’s Walden 
Was An Ice Box 
‘or The World 





Refrigerators today all have ice trays; some 
now contain a device which continually pro- 
duces ice cubes. And if the refrigerator can’t 
provide enough ice for that big party, local 
stores now sell it by the bag. In many parts of 
the country ice can be bought in roadside stands 
24 hours a day. Be it a blessing or a nuisance, 
to one man ice was a product with which to 


make a fortune. That man was Bostonian Fred- 


eric Tudor. 


Tudor began working when he was 16 as a 
shipping clerk, but at the age of 22, he gave up 


- his humdrum life in the shipping room to fol- 


low the paths of the seas. His first port of call 
was Martinique in the West Indies. Baked by 
the tropical sun, Tudor dreamed of his father’s 
ice house in Saugus, Mass., and wished he 
could quench his thirst with a cold glass of ice 
water. As Tudor continued his journey, he 
pondered over the unfortunate people around 
the world who never saw a piece of ice or 
drank a really cold drink. Why not ship ice to 


the hot areas of the world? 


When he returned to Boston and suggested his 
plan to friends, they scoffed at him: “Nobody 
ever sold ice and nobody ever would.” But 
Tudor thought otherwise. For years he worked 
building special ships. Next, he traveled about 


the world building ice houses which he hoped 


his ships would keep full. As for preventing 
the ice from melting, he would adopt the same 
technique used to keep ice during a hot New 
England summer—sawdust. Experimentation 
showed that pine sawdust was the best insu- 
lator and lumber mills near Boston would 
gladly give him all the sawdust he wanted. 
Tudor then made deals with the people who 
owned the ponds and lakes in the Boston vi- 
cinity, offering to pay for ice. 


In 1826, fudor shipped 4,000 tons of ice to the 
West Indies. As expected, the strange com- 
modity was eagerly accepted and natives paid 
high sums, It took some indoctrination by Tu- 
dor’s local salesmen, but soon residents in Cuba, 


- Jamaica and Martinique realized that a block 


of ice could not be left long in the sun. Within 
a decade, ice from Tudor’s New England supply 
houses was being sold as far as Bomribay. 


One of Tudor’s sources of ice was the famed 
Walden Pond by which naturalist and author 
Henry David Thoreau created much of his prose. 
At one time Thoreau observed Tudor’s men 
cutting and hauling ice from the pond to spe- 
cially built horse-drawn ice carts. Thoreau re- 
flected, “that the sweltering inhabitants of 
Charleston and New Orleans, of Madras and 
Bombay and Calcutta drink at my: well. .. 
The pure Walden water is mingled with the 
sacred water of the Ganges.” Tudor was not 
quite as poetic. To him Walden Pond with all 
its natural beauty represented $50,000 worth 
of ice a year. In time others tried to compete 
with Tudor, but. with so many years head start, 
Tudor, the world’s first ice man, could not be 
caught. It took the age of electricity. and the 
invention of the refrigerator to put Tudor’s 
followers out of business. 


ABOUT THE AUTHOR—The “story behind the 
product” has always fascinated Ben Leerburger, 
who as an assistant editor in McGraw-Hill’s 
“Product Engineering,” is in a unique position 
to pursue the subject. For some years now he 
has written a widely read column of historical 
anecdotes for his own: magazine. It makes such 
fascinating reading that EM Week has asked 
Leerburger to do a similar column for this page 
once a month, 
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FACTORY SALES 
appliance-radio-TY index (1957 = 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TY dealers 
($ millions) 
FAILURES 
of TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 


($ billions) 


DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST | Preceding YEAR 
MONTH MONTH AGO 
107 108 125 
18.5 18.5 17.8 
318 321 346 
277 278 286 
38 30 16 
109.9 102.3 123.3 
7m4.5°* $6.5°* 163.2** 
18.7+ 18.94 19.0+ 
357.5 354.1 338.5 
29.0 25.2 22.5 
67,182 67,490 65,640 











A Quick Check of BUSINESS TRENDS 


HOW THEY 
COMPARE 





14.4% down* 
(Sept. 1960 vs. 
Sept. 1959) 
3.9% up 
(Nov. 1960 vs. 
Nov. 1959) 
8.1% down 
(Oct. 1960 vs. 
Oct. 1959) 


3.1% down 
(Oct. 1960 vs. 
Oct. 1959) 


137.5% up 
(Dec. 1960 vs. 
Dec. 1959) 
10.8% down 
(Oct. 1960 vs. 
Oct. 1959) 


54.3% down 


1.5% down 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 


5.6% up 
(3rd qtr. 1960 
vs. 3rd qtr. 1959) 
28.8% up 
(3rd qtr. 1960 
vs. 3rd qtr. 1959) 
2.3% up 
(Nov. 1960 vs. 
Nov. 1959) 





*New index being used. Federal Reserve Bulletin, September, 1960 (seasonally adjusted). 


**Figures are for week ending Jan. 7, 
+ Figures are for 


quarters. 
+ +Federai Reserve Bulletin figures (revised). 


1961, and preceding week (revised). 





A Quick Check op INDUSTRY TRENDS 


Radio-TV figures below compiled from weekly reports. Estimate 
of 1960 production next week. New figures in bold-face. 















































1960 1959 % 

(Units) (Units) Change 

AIR CONDITIONERS, Room == Nov. 87,400 | 310,600 —71.86 
11 Mos. 1,459,900 | 1,612,700} — 9.47 

DISHWASHERS. Nov. 47,600 57,700 | —17.50 
11 Mos. 509,700 | . 482,200} + 5.70 

DRYERS, Clothes, Electric Nov. 94,271 98,786 | — 457 
11 Mos. 727,050 | 818,663 | —11.19 

Gas Nov. 47,178 58,261 | —17.99 

11 Mos. 392,724 | 428479 | — 8.34 

FOOD WASTE DISPOSERS Nov. 60,100 67,200 | —10.57 
11 Mos. 675,500 | 711,000} — 4.99 

FREEZERS. Nov. 73,000 64,900 | +12.48 
11 Mos. 1,017,200 | 1,142,200} —10.94 

PHONOGRAPH SHIPMENTS... =» Oct. 534,981 596,050 —10.25 
10 Mos. 3,583,527 | 3,117,838) +14.94 

RADIO PRODUCTION (excludes auto). Week Dec. 30 32,466 | 124,386| —73.90 
52 Weeks | 10,696,456 | 10,067,202 | + 6.25 

RADIO BETAIL SALES Nov. 941,521 | 1,061,634 | —21.31 
11 Mos. 8,326,275 | 7,142,424) +16.57 

TELEVISION PRODUCTION Week Dec. 30 31,511 76,892 | —59.02 
52 Weeks 5,716,268 | 6,348,380 | — 9.97 

TELEVISION RETAIL SALES... 2 Nov. 521,886 | 598,070} —12.74 
11 Mos: 5,176,905 | 5,046,971 | + 2.57 

REFRIGERATORS. Nov. 253,300 | 265,900} — 4.70 
11 Mos. 3,153,000 | 3,502,400} — 9.98 

RANGES, Electric, Stondord == Nov. 65,000 72,500 —10.34 
aig 11 Mos. 779,300 | 854,000} — 8.75 
seni Nov. 52,500 71,500} —26.57 

11 Mos. 617,300 | 685,300} — 9.92 

RANGES, Gas, Stondard Nov. 115,300 | 126,100} — 8.56 
s 11 Mos. 1,377,800 | 1,530,600} — 9.92 

Built-in Nov. 25,100 33,500} —23.28 

11 Mos. 317,400 | 323800} — 1.98 
VACUUM CLEANERS 0 Nov. 280,550 | 290130) — a” 
WASHERS, Automatic & Semi-Auto. “(| tae | ae ae 
; 11 Mos. 2,382,044 | 2,718,735 | —12.38 

Wringer & Spinner. Nov. 53,899 | 69,548 | —22.50 

11 Mos. 668,636 | 850405) —21.37 

WASHER-DRYER COMBINATIONS... Nov. 9.076 16,482 | —44.93 
11 Mos. 141,296 | 181,834} —22.29 

WATER HEATERS, Electric (Storage)... Nov. 52,300 31,000 | +68.71 
11 Mos. 621,200 | 739,000) —15.94 

WATER HEATERS, Gos (Storage)... > Nov. 162,900 199,100 —18.18 
11 Mos. 2,470,600 | 2,760,700} —10.51 
*Preliminary Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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TAKIN G STOCK A quick look at the way in which 


the stocks of 54 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 





ect 


Months 


“Tt 


Weekly 





44 


























ang 
Averages of the 54 Stock 


Listed Below 








uv 





40 





36 





32 


28 


























24 
























































AUG SEPT OCT NOV DEC JAN JAN JAM JAN FEB FEB FEB FEB WAR MAR MAR MAR APR APR APR APRAPR WAY MAY 


STOCKS AND DIVIDENDS 
IN DOLLARS 


NEW YORK EXCHANGE 
Admiral 

American Motors | 
Arvin Ind. | 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler: | 

Decca Records 1.20 
Emerson Electric |! 
Emerson Radio .50F 
Fedders | 

General Dy. 1.75E 
General Elec. 2 
General Motors 2 
General Tel & El .76* 
Hoffman Elec. 45P 
Hupp Corp. .37T 
Magnavox | 

Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M .60 
Montgomery Ward 2 
Monarch .30E 

Motor Wheel | 
Motorola | 


Welbilt .106 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60 


AMERICAN EXCHANGE 
Casco Pd. .35E 

Century Elec. '/ 

Herold Rad. 

lronrite .25T 

Lynch Corp. (Symphonic) 
Muntz TV 

National Presto 

Nat. Un. Elec. (Eureka) 
Proctor-Silex 

Republic Trans. 

Telectro Ind. 

MIDWEST EXCHANGE 
Knapp-Monarch 


Trav-ler Radio 
Webcor 


9 16 23 30 6 





13 20 27 6 
1960 
HIGH LOW 
23% 10 
29\/2 17% 
27/2 16% 
4g! 31% 
4s 27\/, 
45\/, 345% 
71% 37% 
39% 17% 
54//, 33 
22//, Ys 
20 15 
53!/, 33/2 
997%, 70Y/, 
55%, 40!/, 
34!/, 24% 
3014, 15 
13%, 6% 
55 31% 
441/, 31 
45% 28 
88 60 
55 25! 
19% 11%, 
23%, i! 
98 60!/, 
29'/, 24% 
38l/, Py 
78 ‘1 
ae 30!/, 
28% 12 
13% 9%, 
21, et) 
16%, 7 
43 23% 
53% 29% 
64'/, 48'/, 
7 4 
65 45 
34] 22 
129 89'/, 
10 6% 
9% 5% 
7% } 
10!/, 6 
15 Bl/, 
bl, 3/2 
12% 10% 
3%, 1% 
9% 5\/, 
bY, 3% 
2! 4 11g 





CLOSE 
DEC. 30° 


10% 





3 2 27 3 0 17 2 30 


CLOSE 
JAN. 9 


11, 
17% 
22% 
37% 
35% 





NET 
CHANGE 


+ % 
— 
+ Ve 
+ 2% 
+ 2% 





A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last se F—Payable in stock during 1957, estimated cash value on ex-dividend or ex-dis- 


tribution date. 


lared or paid so far this year. T--Payable in stock during 1960, estimated casi 


value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 


during first six months 1960. 





ANALYSIS: As was predicted, 
the new year brought favorable mar- 
ket activity. The rise—nine of the 
last 10 trading days were on the 
plus side—was attributed to the 
generally favorable business news. 
Steel has picked up, auto sales were 
on the rise, and the incoming ad- 
ministration has indicated expanded 
housing and education programs. 





Trading volume was up, topping the 
4,200,000 mark on Jan. 9. The EM 
Week chart mirrored the market 
activity. The average was up over 
half a point with many key issues 
making substantial gains: Motorola 
up 4, McGraw Edison plus 4%, Ray- 
theon up 35. Experts are now look- 
ing to a definite business recovery 


in 1961. 
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PUT NEW EXCITEMENT BACK ON YOUR 
SELLING FLOOR...THE NEW ADMIRAL DUPLEX 

THE REFRIGERATOR-FREEZER 
(oem, ‘THAT HAS EVERYTHING! 


SPECIAL Here’s something really new in home refriger- 
es ation—a new addition to Admiral’s famous 
ee family of fine refrigeration products—the 1961 
Admiral Duplex Refrigerator-Freezer. Here is over 20 cu. ft. of fresh and frozen food 
storage. No other refrigerator-freezer like it. It’s easy to sell because it offers customers 
new convenience they really want! The Duplex has everything...complete food preser- 
vation—automatic ice maker—no defrosting ever in both refrigerator and freezer—all 


foods at owner’s fingertips. It’s another great Admiral Long-Life Appliance. 


Model RFN 226—no defrosting r = = 
in refrigerator or freener. | | MARK OF QUALITY vote, THROUGHOUT THE WORLD 
| 
Model RFN 224—no defrosting 
in refrigerator. | 
Model RFN226 Model RF224 


JANUARY 16, 1961 
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PUT YOURSELF IN THE DRIVER'S SEAT WITH KELVINATOR 


Sell Kelvinator... 
Drive Rambler! 











Sell Kelvinator in 1961 ...and drive America’s finest, most successful 
compact car! 

Here’s an incentive program that brings you awards far more valuable, 
more lasting than trips... awards that, in effect, can substantially add to 
your net profit in 1961! : 

There’s no limit on the awards you may receive! Earn one Rambler. Two 
Ramblers. Or more! 

And this is just part of Kelvinator’s Constant Basic Improvement program 
in action... with new models, short lines, competitive prices and the most 
exacting quality control programs in appliance history! 

So put yourself in the driver’s seat with Kelvinator...call your Kelvinator 
representative today for full details! 





KELVINATOR DIVISION, AMERICAN MOTORS CORPORATION, DETROIT 32, MICHIGAN 


ELECTRICAL MERCHANDISING WEEK 





























a 























aif 
| 
| 
+ s 






































a. ats 
ee! 
a 








\ 
4 



































